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Raleigh isn’t using merchandise 
premiums any more, but they have 
something just as good in the tele- 
phone numbers of the luscious 
ladies who model for their window 
‘Idisplays. 

Gasoline stations will sell a lot 
of other merchandise after the 
war, the pump manufacturers re- 
port, and it’s the customary 8 to 5 
the first item on the list will con- 
tinue to be Coca-Cola. 


7 


A three-inch one-column ad 
headed “Corns” will probably sell 
acorn cure as well as a page ad, 
says the Mail Order Man. All you 
need to qualify as a customer is 
ten cents and a tight pair of shoes. 


Breakfast is the neglected meal, 
the cereal manufacturers rightfully 
complain, and it’s all because 
hard-hearted business men insist 
on opening their offices at 9 
o'clock. 


It’s a funny thing, though, that 
the big breakfasts eaten in the gay 
nineties were consumed by those 
who proceeded to their jobs in this 
order: 7 o’clock, the workers; 8 
o'clock, the clerkers, and 9 o’clock, 
the shirkers. 


“A prominent Detroit automo- 
bile manufacturer seeks the serv- 
ices of a well educated young man, 
with draft deferment, for oppor- 
tunity in advertising and sales 
promotion field.” 

Could this be the dove bringing 
e first olive branch? 


Vitamins Plus is putting out test 
advertising for a new tablet called 
Primes, which it says contains all 
e B complex factors. As far as 
he consumer is concerned, the 
itamin situation was already 
plenty complex. 


Though OPA warns ominously 
at a hike in book paper prices 
may be in the offing, not a single 
publisher has been heard to utter 
ehy comment that sounds even 
emotely like “Inflation.” 


It’s a little hard to understand 
why so many people are now talk- 
ing about certain simple things 
being elemental, when you don’t 
ave to consult Sherlock Holmes 


0 know that it’s elementary, Dr. 
atson. 


D. O. Collins relays a classified 
ad from the Denver Post in which 
# case Of whisky is offered for the 
turn of a lost watch. If the 
Advertiser made proper use of his 
present possessions, he wouldn’t 
even need a calendar. 


OPA has made a lot of allergy 

s On its new vulcanized fiber 
ration tokens and says people 
Tent sensitive to them, but maybe 


last word ought to come from 
€ psychologists. 


AY Canaday says there are 
prospective civilian uses 
ell © postwar jeep, but probably 
ling to settle for a not- 
et Modest share of the farm mar- 


newsprint manufac- 
ound > that if they made 30- 
_ nd paper, they’d get less ton- 
S., but the publishers still think 
* the a better answer in the back 
arithmetic book. 


Copy Cus. 


Canadian 
urers sa 


Ellis Elected 
New President 
of Kudner Agency 


Organization Plans 
No Immediate 
Changes, He Says 


By WARREN BASSETT 


New York, Feb. 24.—James H. 
S. Ellis, executive vice-president 
and long-time associate of the late 
Arthur Kudner, was elected presi- 
dent today of Arthur Kudner, Inc., 
New York. 

Other officers 
of the agency 
are: Hayward 
M. Anderson, 
Col. Kenneth 
Collins (on 
leave with the 
U.S. Army air 
forces in Eu- 
rope), Samuel 
Use od, 
Charles F. Gan- 
non. Edward J. 
Owens, and 
Robert D. Stewart. All of these 
men had been associated with Mr. 
Kudner for many years, and all 
will continue as vice-presidents. 

Mr. Anderson, copy chief, has 
been with the agency since its start 
in October, 1935. Mr. Fuson, di- 
rector of public relations, has been 
with Mr. Kudner since 1930, when 
the latter was president of Erwin, 
Wasey & Co. Mr. Gannon joined 
Mr. Kudner in 1930, and Mr. 
Owen, manager of the service de- 
partment, had worked with him 
since 1916. Mr. Stewart, in 
charge of operations, was rounding 
out 14 years of service with Mr. 
Kudner at the time of the latter’s 
death last week. 

Mr. Ellis, the new agency head, 
first entered the advertising busi- 
ness in 1915 and has been associ- 
ated with Arthur Kudner for 15 
years as copy chief of Erwin, 
Wasey & Co. in Chicago and New 
York, and as vice-president in 
charge of copy and plans since the 
formation of Arthur Kudner, Inc., 
in 1935. He became executive 
vice-president of the Kudner 
agency in 1942. 

“There will be no basic change 
in the agency’s policy,” Mr. Ellis 
said. “We will continue to be an 
organization of ‘working advertis- 
ing men and women,’ of specialists 
—experienced writers, artists, re- 
searchers, space buyers, publicists 
and so on—functioning as a team. 

“Arthur Kudner, Inc., is an or- 
ganization of more than 200 peo- 
ple, men and women, founded and 
built up over the past eight years 
by Arthur Kudner. The organiza- 
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Mail Order 


advertisers love crowds. 
See ‘Pay-Off,’ Page 39. 


James Ellis 
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Industry. to Help 
Treasury in Sales 


of Surplus Goods 


Washington, D. C., Feb. 23.— 
Treasury procurement division of- 
ficials are gearing their organiza- 
tion for the sale through estab- 
lished trade channels of billions of 
dollars’ worth of consumer goods 
which the armed forces are ex- 
pected to release as experience 
provides procurement officers with 
more accurate information on the 
probable needs of the Army and 
Navy. 

Ordered by the President to 
handle consumer goods under poli- 
cies to be set forth by the new 
surplus property policy board and 
its administrator, former Under 
Secretary of Commerce William L. 
Clayton, Treasury procurement 
has already completed plans for 
disposal of several types of com- 
modities, all involving contact with 
producers, distributors and trade 
associations. 

While these plans must be ap- 
proved by the surplus property 
policy board, established as a re-| which George Rector, Wilson's food 
sult of recommendations in the] consultant, signs the call for women 
Baruch - Hancock report on war| to submit recipes using B-V meat 
and postwar readjustments, cri- flavor. 


teria provided for the board indi- onsietiadiacenemnencias 
cate that industry representatives it ecip e c ont est 
Will Spur B-V 


will have a voice in determining 
Sales in March 


policy for sales. 
To Consult Business Men 
Chicago, Feb. 23.—Wilson & Co. 
next month will stage a huge 


The Treasury will draw heavily 
oh the experience of business men 
and trade associations in setting up} 

recipe contest designed to give 
B-V meat flavor the greatest pro- 
motional push ever accorded any 


its surplus property sales org@ni- 
zation, Under Secretary John L. 

of the company’s products in a 
single month. 


Sullivan said this week. Mr. Sulli- 
“Wanted — 1,000,000 women to 


van, who will exercise an impor- 
tant policy-making role in the 
operation, said that merchandising 
men representing chain stores, 
large department stores and small|help me build my new book of 
retail outlets would be called to| homemade recipes using Wilson’s 
Washington. B-V” is the headline summons 
According to Mr. Sullivan, the| issued by Wilson’s famous food 
Treasury will form industry ad-| consultant, George Rector, in the 
visory committees for each cate-|opening four-color page sched- 
gory of consumer goods. Pointing|uled for the March 4 Saturday 
Evening Post and other magazines. 
The same advertisement, running 
200 lines on five columns, will 
appear concurrently in newspapers 


out that timing will be an impor- 
tant matter in orderly disposal of 

throughout the country, followed 
(Continued on Page 53) 


WANTED 


To Help Me Build My NEW 
Book of Home-Made Recipes 
Using Wilson’s B-V. 


STARTS SEARCH—Opening Wilson & 


Co.'s recipe contest, is this copy in 


surpluses, he said that the com- 
mittees will work out two plans 
of distribution, the first to operate 


(Continued on Page 52) 


Last Minute News Flashes 
Ramsdell Becomes Buchanan & Co. Executive 


New York, Feb. 25—Arthur W. Ramsdell, former vice-president and 
director of sales, The Borden Company, has become executive vice- 
president of Buchanan & Co., in which he has purchased an interest. 


Earl Oren Joins Globe Roofing Products 


Chicago, Feb. 25.—Earl M. Oren, manager of Doremus & Co.’s Chi- 
cago office, has resigned to join the management staff of Globe Roofing 
Products Company, Whiting, Ind., March 1. Prior to joining the 
agency, he was publisher and editor of Building. 


Calvert Breaks New ‘Home Front’ Campaign 

New York, Feb. 25.—Calvert Distillers Corporation has released a 
new campaign in magazines and newspapers in the interest of the 
home front war effort. Full pages in four colors will break in March 
issues of American Magazine, Click, Collier’s, Liberty, Pic, and all 
pulp periodicals on a once monthly basis. Newspaper copy will run in 
55 major dailies. Lennen & Mitchell is the agency. 


McKesson Maps Plans for New Drug Product 

New York, Feb. 25.—McKesson & Robbins, Inc., has appointed Ben- 
ton & Bowles to prepare market studies and advertising plans for a 
new drug product to be introduced within the next few months. The 
agency has named John B. Bissell account executive. 


Resigns as MBS Station Relations Director 

New York, Feb. 25.—Richard F. Connor has resigned as director of 
station relations of the Mutual Broadcasting System and is returning 
to his home in California. Charles W. Godwin, manager of the south- 
ern division of station relations, has been appointed acting director. 


Jack Benny Quits General 
Foods; Signs for Pall Mall 


Three-Year Contract 


Sews Up Same Choice 
NBC Half Hour 


New York, Feb. 25.— One of 
the longest, most successful as- 
sociations between a major radio 
luminary and his sponsor will 
come to an end in June, when 
Jack Benny forsakes General 
Foods and its agency, Young & 
Rubicam. 

Benny revealed today that he 
has signed a three-year contract 
with the American Cigarette & 
Cigar Company, subsidiary of 
American Tobacco, to broadcast a 
half-hour radio show for Pall Mall 
cigarets, starting this fall. Ruth- 
rauff & Ryan is the agency in 
charge. 

The comedian, through his 
agent at Beverly Hills, Arthur 
Lyons, announced that the new 
Pall Mall show would take over 
the same choice Sunday night spot 
on NBC, 7 to 7:30 p. m., EWT. The 
question of what sponsor would 
garner the prize half-hour time if 
Benny parted company with Gen- 
eral Foods provided one of the 
most perplexing problems in the 


industry as rumors of the split 


gained momentum this week. 
Benny said he was terminating 
his association with GF and Young 
& Rubicam June 11 “after ten of 
the happiest years of my career.” 


‘Completely Harmonious’ 


“IT am sure no performer has 
been more fortunate than I in en- 
joying so completely harmonious 
and mutually satisfying relations 
with a sponsor and agency,” he 
added. “It is with eagerness that 
I look forward to an equally 
stimulating relationship with my 
new sponsor.” 

Despite protestations of Benny’s 
complete accord with GF, there 
were reports that the rift which 
led to termination of their long as- 
sociation started after the Kate 
Smith show took over the Jell-O 
assignment from Benny in Sep- 
tember, 1942, leaving him with the 
Grape-Nuts Flakes sponsorship re- 
linquished by the singer. 

Under an unusual arrangement 
written into Benny’s expiring con- 
tract with General Foods, he had a 
priority on the Sunday NBC spot 
provided he could supply a spon- 
sor satisfactory to the network. But 
the company, as well as Y&R, con- 
tested this provision vigorously, 
maintaining that Benny violated 
the terms of the agreement when 
he insisted that transcriptions of 
his live shows be permitted on the 
Don Lee network. 


May Get $25,000 Weekly 


Companies competing for the 
Benny program were at least 
equally as much interested in get- 
ting the choice time as they were 
in gaining the comedian’s services. 
Benny is reported to be getting 
$22,500 weekly for the complete 
package show, and offers from 
prospective new sponsors were 
said to be in the $25,000 class. 

The erstwhile “pride of Wauke- 
gan” entered radio after a long 
vaudeville and musical comedy ca- 
reer in May, 1932. At that time he 
began his first radio stint on NBC 
for Canada Dry, later moving over 
to CBS for the same sponsor. 

A year later, in 1933, he began 
his swift ascent up the ladder to 
fame as one of the nation’s out- 
standing radio comedians, return- 
ing to NBC under the sponsorship 
of Chevrolet. In 1934 General Tire 
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& Rubber Company weaned Benny 
away from the motor company, 
and after five months General 
Foods sewed up the glib-tongued 
humorist with a one-year contract 
in behalf of Jell-O. 

As Benny and his troupe zoomed 
to unprecedented popularity, top- 
ping most public and professional 
polls as the nation’s No. 1 radio 
entertainer, GF renewed his con- 
tract in 1934, ’35 and ’36. To ward 
off other competitors who made 
overtures to the comedian with 
enticing offers every time his con- 
tract began to run out, General 
Foods signed him to a three-year 
$1,000,000 contract in 1937. 

Since then GF has renewed 
Benny’s contract from year to 
year, and each time as the expira- 
tion date of the contract ap- 
proached the trade would become 
rife with rumors that each new 
season would see the comedian 
plugging another product for an- 
other sponsor. But he always 
wound up in the fold of GF. 

In 1941, his contract was again 
renewed, calling for a continuance 
of his $17,500 weekly stipend, with 
the odd contractual arrangement 
whereby Benny held exclusive pri- 
ority on the time in event GF did 


not elect to continue the program 
at the expiration of the agree- 
ment. (Only other such arrange- 
ment giving talent option to time 
paid for by the sponsor when the 
latter relinquished the program 
was that granted to Amos ’n’ 
Andy, which also involved NBC). 

A spokesman for NBC told Ap- 
VERTISING AGE that a written “as- 
surance” by the network to Benny 
gives the comedian the sole right 
to the time period on which he is 
currently heard for GF whenever 
the sponsor decides not to renew 
the program, provided that Benny 
furnishes a new sponsor accept- 
able to the network. 

Not including the expenditure 
for talent, the Sunday night 7 to 
7:30 spot is said to cost GF about 
$10,000. Benny assumes entire re- 
sponsibility for staging each pro- 
gram, hires and pays writers, or- 
chestra, talent, production staffs, 
etc., out of his weekly compensa- 
tion. 

In Hollywood trade circles, it 
was reported that although Benny 
was dissatisfied with both his 
present sponsor and agency, Young 
& Rubicam was trying to hold him 
for another client. 

Ostensibly in town on routine 


business, the presence of Fairfax. 


Cone, of Foote, Cone & Belding, 
and Don Stauffer of Ruthrauff & 
Ryan lent weight to an impending 
change. FC&B handles the ac- 
count of Armour & Co., also said 
to have been considering a Benny 
show. Another meat packer be- 
lieved in the running until the 
cigaret maker signed Benny was 


Swift & Co., whose account is 
handled by J. Walter Thompson 
Company. 


The veteran radio star, for years 
at the top of popularity polls con- 
ducted by the New York World- 
Telegram and Radio Daily, ranked 
fourth—behind Bob Hope, Fibber 
McGee and Molly, and Charlie 
McCarthy—in the Feb. 15 evening 
network ratings compiled by C. E. 
Hooper, Inc. 


Names Harkleroad 


Samuel W. Harkleroad, presi- 
dent of the Wine Institute from 
1938 to 1943 and formerly man- 
ager of the Mattei Winery, has 
been made West Coast representa- 
tive of the National Distillers 
Products Corporation, New York. 
He will serve as special adviser on 
grape culture and wine making. 


UP IN FRONT... 


velopments in their industry. This is 
the top circulation available today. 
It would be a pleasure to show you 
how economically you can reach this 
market — and how effectively. 


Metal Progress the 


War has emphasized the importance of the Metal 


Engineer in ferrous and non-ferrous foundries. 


Improved casting methods, better control of the vital melting 


and alloying operations and increased use of heat treatment 
to attain desired physical properties — all of these and other 


advances have had the backing of the Metal Engineer. 


This man knows metals — knows how they should be com- 


posed, melted, processed and cleaned. He is the brain- 
power of every big tonnage foundry today. 


Metal Progress delivers 19,000 Metal Engineers throughout 


industry and thousands of these men supervise and control 
vital foundry operations. Schedule your next foundry adver- 
tising in Metal Progress and talk to the intelligence section 


of this important field. 


He Plan an advertisement now to tie in with the April round- 


up of five important foundry articles. 


“METAL PROGRESS 


PUBLISHED BY AMERICAN SOCIETY FOR METALS | , 
EUCLID AVE. CLEVELAND 3, OHIO 


‘New Republic’ 
Assails Wartime 
Ad Practices 


New York, Feb. 22.— Lavish 
spending of money for advertising 
by manufacturers who have no 
goods to sell, unrestrained boast- 
ing, and what it terms the “Don’t 
Change Anything” motif in the 
field of ideas were attacked by the 
New Republic this week in an arti- 
cle on “Advertising in Wartime.” 

The “Don’t Change Anything” 
idea is the nub of the problem, the 
magazine states, adding: “Adver- 
tising in wartime has changed its 
character. Devoted no longer to 
the promotion of products and 
services which it cannot currently 
deliver, it has become instead a 
primary weapon in the sale of 
social and economic ideas. To do 
this, it elbowed the OWI out of 
the domestic field and took over a 
function belonging to government. 

“Its bragging ranges from crude 
to subtle, all contributing to a 
one-sided, overweighted picture of 
industry’s contribution to the war 
—at the expense of the soldiers, 
the farmers and the workers. At 
the expense, too, of government, 
since the excess spending would go 
into taxes. Finally, the theme 
underlying wartime advertising is 
retrogressive. ‘Don’t Change Any- 
thing’ epitomizes a goal that is sure 
to create difficulties and dissension 
in a postwar world full of prob- 
lems. Instilled deeply enough, it 
can frustrate international collab- 
oration as well as domestic prog- 
ress.” 

The article concedes that “ad- 
vertising has been an instrument 
for good in our mass-production 
apparatus. It has sold the goods, 
and that has been its decisive 
role.” It charges that every time 
advertising has “left the field of 
selling goods or services to try to 
sell ideas it has been wrong, inept 
and out of tune with the public’s 
needs and aspirations.” 


Goodyear Develops 
New Packaging Material 
V-Film, a new packaging mate- 
rial utilizing a base of plastic 
resin, has been developed by the 
Goodyear Tire & Rubber Company, 
Akron. Although not the equal of 
Goodyear’s prewar Pliofilm in 
some respects for moisture proof 
packaging, V-Film is described as 
being superior to Pliofilm in tear 
resistance and several other fac- 
tors, making it especially adapt- 
able for fabrication uses such as 
rainwear, shower curtains, um- 
brellas and other articles where 
stitching and sewing are required. 
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“Thank God 
for Americans with FIGHTING BLogp- 


of the Red Cross are distributing 59. 
000 posters reproduced from Belmoni 


Peet Company, Toronto, has bee 
named an account executive 0 
Young & Rubicam, Toronto, 


NOW 


Send your entries 


for 
NATIONAL 
WAH-THEME 
AWARHS 


345 Madison Ave., New York 17, N. Y. 
Entries accepted up to April Ist 


Sponsored by 


THE MARTIN CANTINE COMPANY 
SAUGERTIES, N. Y. 


Neither Is The 


BUT... 


of smart manufacturers 


Eastern Iowa Market is 


NEW YORK 


THIS IS NOT A GUINEA PIG! 


Eastern lowa Market 


Scientifically speaking, an ever increasing number 


are discovering to their 


satisfaction that the Eastern Iowa Market provides 
a splendid laboratory for testing the effectiveness 
of carefully planned advertising campaigns. 

... and the “test tube” used for best results in the 


She Gedur Runids Gazette 


REPRESENTED NATIONALLY BY 
ALLEN - KLAPP CO. 
CHICAGO 


DETROIT 


| § 
| Belmdat Radio 
| ‘FIGHTING BLOOD'— Donor centey 
| Radio Corp.'s current national maga. 
zine ad. The company's signature ; 
eliminated from the reproduction, and 
the space used for addresses of th 
donation centers in cities throughout 
| 4 
| the country. Belmont is contributing 
WF | by Beaumont & Hiohman, Chicago, 
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a % More engineers in the metal in- | } 
dustry are reading Metal Progress 
_ than ever before. In fact. nearly | 
19,000 metal engineers are looking to 
i Metal Progress for the news of de- pe 
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Little things —the way they dress and the way they dress 
their youngsters, their kitchens, the foods in their kitchen 
cupboards, the drug brands in their medicine cabinets, 
all show that the young Wage Earner housewives who 
read the magazines of Macfadden Women’s Group live 
fuller, richer lives than average Wage Earner families. 
This is no happenstance or trick of fate — but the end 


result of time proven editorial tactics. Tactics built to 
select among Wage Earner families to bulk up among 
younger, better prospects. 

These families are advertisers’ best bet for sound sell- 
ing of better brands. They are insurance for brands prepar- 
ing today for a big postwar future. They are the Quality 
in the great new money market of Wage Earner millions! 


MACFADDEN WOMEN’S GROUP 


ROMANCES 


EDITED FOR THE “Beller Haff” OF YOUNG WAGE EARNER AMERICA 


TRUE EXPERIENCES - TRUE LOVE AND ROMANCE - RADIO MIRROR 


PHOTOPLAY 


= 
Lid 
The milli ° 
illions of young Wage Earner housewives in whose h ae 
se hom d 
BP es and hands rest the new wealth of the nation ‘ 
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WPB Distribution 
Order Approved 
by Industry 


Washington, D. C., Feb. 23.— 
WPB’s equitable distribution order, 
to channel consumer goods into 
shortage areas, moved toward final 
adoption this week, after receiv- 
ing approval from the wholesale 
and retail soft lines industry ad- 
visory committee. 

Under discussion for more than 


three months, the order would re- 
quire that manufacturers sell a 
fixed percentage of scarce essen- 
tials to dealers in war-crowded 
areas, or to stores which have lost 
their regular source of supply for 
war reasons. 

Under WPB regulations, all pro- 
posed orders must be examined 
by the industry advisory commit- 
tees of the trades involved. The 
equitable distribution order went 
through the wholesale and retail 
soft lines group with only minor 
discussion, as the subject had been 
fully discussed at earlier meetings. 


Members of the committee re- 
newed their support of the WPB 
declaration of policy asking for 
voluntary restraints on retail pro- 
motion of scarce goods. They said 
violations of the pledge have been 
relatively few, and usually trace- 
able to misunderstandings. The 
pledge has been applied to cloth- 
ing, furniture and other items. 

The soft lines group discussed 
two phases of reconversion, con- 
forming to the newly - adopted 
WPB policy of planning ahead for 
the day when wartime restrictions 
on civilian production will be 


lifted. Most members urged that 
simple, temporary controls be con- 
tinued during the reconversion 
period to ease marketing problems. 
They demonstrated particular con- 
cern about disposal of Army and 
Navy surpluses of consumer goods. 

The committee favored a redis- 
tribution method which would re- 
sell such goods to the original 
manufacturer when possible; offer 
goods in uniform lots rather than 
combined lots; offer lots suffi- 
ciently small for the small whole- 
saler to participate, 

During the week, WPB also an- 


CA Quiet Evening on the Farm 


The Brysons never guessed six acres could keep them hustling from crack 
of dawn till the last Orpington has gone to roost. Only a little later they 
too, call it a day—ready and eager to sleep the sleep of the just about all 
in. Each issue of FARM JOURNAL, however, brings them refreshing new 
ideas and shows them better ways of doing things. Except for paper 
rationing it would be helping thousands of other new subscribers, as well. 
Our editions are now limited to slightly under 2,700,000 copies. 


FARM JOURNAL gives farmers the facts which enable them to plan and 
plant with profit. It keeps them up to the minute about new implements 
and methods—legislation which affects farming—national and _ inter- 
national demands for agricultural products. Other features deal with every 
phase of rural life and interest the whole family...the reasons why FARM 
JOURNAL is the world’s largest and most influential rural magazine. 


ONE 


Washington Square, PHILADELPHIA 


Of the FIRST FOUR 


General Magazines 


covers the rural market 
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nounced that no programs for the 
production of small electric ap. 
pliances, such as mixers, juice ex. 
tractors, and electric heating pads, 
can be considered in the near fy. 
ture because of the shortage of 
copper wire. 

Contrary to common belief, 
WPB said, the supply of copper is 
merely in balance, and no sur. 
pluses are available. This balance 
is possible, the agency pointed out, 
because small copper mines have 
been operated with government 
subsidies; the Army and Navy 
have conserved wire where pos- 
sible, and the Army has released 
5,000 soldiers to work in the mines, 


Radio Show Plugs 
Texas Senator for 


Next President 


Houston, Tex., Feb. 24.—The 
“common citizen’s —champipn,” 
U. S. Sen. W. Lee O’Daniel, was 
put forth as a presidential cahdi- 
date this week via a 15-minute 
radio program sponsored by C. V: 
Milligan, Houston manufacturer of 
laundry machinery. 

Senator O’Daniel, Texas Demo- 
crat, used the airwaves to sell flour 
before he launched his successful 
campaign to enter the Senate. The 
program, extolling his merits as the 
next occupant of the White House, 
is being aired at 12:45 to 1 p. m. 
over KXYZ. It includes a local 
orchestra, plenty of sOngs, and’a 
goodly sprinkling of “Draft 
O’Daniel” commercials. ? 

Mail response to the draft pro- 
posal is big, Mr. Milligan said, 
and some money is coming in for 
the campaign, although no funds 
are being solicited. He proposes 
an organization to send hillbilly 
bands into every state in the union 
to campaign for the song-writ- 
ing senator. To add to the drive, 
a million circulars urging an 
O’Daniel-for-president draft are 
due to descend on Texans in the 
near future. 


So very many are 
“BEHOLDEN 


TO HOLDEN!” 
Y 


KGO 
Home Forum 


Through this door pass some 
of the most contented advertis- 
ers in the world! Naturaily! 
Ann Holden’s program pulls 
in orders for their products in 
amazing quantity. Fortunately 
for you, there’s still room in her 
half-hour Home Forum, with 
the lowest cost per thousan 
listeners of any Bay Area Wo- 
man’s Program. Just another 
reason why the San Francisco 
radio picture has changed! 


Call your Blue Spot Representative 
or write direct for details. 


SAN FRANCISCO « OAKLAND 
WAETS 


S10 K.C. 
Blue Network Company.§ 


Ne, 
NR 

ae 

7 
| | 

|| 


some 
vertis- 
raily! 

pulls 
icts in 
nately 
in her 
be with 
yusand 
a Wo- 
nother 
ncisco 
n ged! 


tative 
s. 


CORPORATION OF AMERICA 


as an integral unit 
in its basic magazine campaign 


(campaign prepared and placed by 


The Aitkin-Kynett Co.) 


awit ly and surely to 
manufacturers. retailers and 


‘consumers in 10.000 cities 
‘towns throughout America. 


advertisers inelude it in their 
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Urges FIC Power 
fo Require Ads 
on Outlawed Copy 


Washington, D. C., Feb. 24.— 
Advertisers who have been ordered 
to drop certain claims could be 
required to publicize the fact 
through regular press and radio 
advertising channels, under a bill 
extending the powers of the FTC 
introduced into the House today 
by Rep. William B. Barry, New 
York Democrat. 

Asserting that FTC decisions 
generally are poorly publicized, 
Rep. Barry said he “would make 
the FTC’s orders really effective 


as far as the public is concerned” 
by empowering the FTC to require 
an advertiser to spend his own 
money to correct the impression 
that the outlawed copy created. 

The bill amends the existing 
FTC law to provide that “the 
Commission may in its order re- 
quire the notice by radio, or 
printed advertising, of the con- 
tents of its order by the person, 
partnership or corporation com- 
plained of at such times as in the 
judgment of the Commission may 
be necessary to fully inform the 
public as to the requirements of 
the Commission in respect to the 
claims and advertising matter of 
the person, partnership or corpora- 
tion complained of.” 

The bill was immediately re- 
ferred to the House interstate 
and foreign commerce committee, 
which will seek opinions from the 
FTC and other agencies before 


determining whether to hold hear- 
ings on the measure. 

In introducing the bill, Rep. 
Barry said that notice of FTC 
orders generally appears only in 
the business section of newspapers, 
“which are not read by the public 
at large.” After a company has 
for years made false claims for its 
product, he said, it need only stop 
making the claim “when the FTC 
catches up with them. 

“The public should know that 
these claims have been made by 
these companies, and declared 
false by the Commission,” he said. 
“However, in the present way of 
publicizing the Commission’s or- 
ders, the public does not become 
aware of the fact that they have 
been imposed upon by a company 
for a great length of time.” 

Even more serious, Mr. Barry 
asserted, “is the fact that the pub- 
lic will continue to buy the prod- 


uct of the offending company, not 
on the basis of reformed advertis- 
ing, but on the basis of the false 
advertising which misled the pub- 
lic originally.” 


Petrillo Marks Time 
in Chicago Dispute 

Negotiations on a new contract 
between the Chicago Musicians’ 
Union and major Chicago stations, 
replacing the one that expired 
Jan. 31, were delayed last week 
when AFM President James Pe- 
trillo advised the union not to 
enforce a previous deadline for 
agreement, set for Feb. 24. 

The local union is asking higher 
wages and employment of addi- 
tional men by station orchestras, 
terms which station executives 
have refused to date. Union mem- 
bers have been working under the 
same basis as the old contract. 


Tausz are now new miracle drugs 
to help relieve many of the ills of 


humankind. 


When will these new drugs be 
available for general use? Probably 
soon after they have finished their 
work at the front. Does this mean 
all the new things will put in an 
appearance immediately the war 
ends? Not necessarily. It will take 
time to shift the gears of industry 
from war to peace. The change from 
the familiar to the new and spec- 
tacular will, in the main, be gradual 


—evolution, rather than revolution. 


post-war buying 


To the manufacturer interested in 
post-war markets, the vast centers 
of population, such as Philadelphia, 
offer the surest way of developing 


habits. Philadel- 


phia is in reality a wonderful market 
for the company that understands 
and capitalizes its possibilities. It 
is the nation’s third largest market. 
Four out of five of its homes are IN 
reached by one newspaper. 

That newspaper is The Philadel- 
phia Evening Bulletin. It goes home 


in the city of homes. Its circulation 
is in excess of 600,000, the largest 
evening newspaper circulation in 
America. It is the leading Phila- 
delphia newspaper — has been the 
leader for 39 consecutive years, 


PHILADELPHIA — 


NEARLY EVERYBODY 
READS THE BULLETIN 
Buy more War Stamps from your newspaper boy 
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Make Room for 
Jeep, Tractor 
Makers Are Told 


Chicago, Feb. 24.—Manufactur- 
ers of farm tractors were invited 
to move over and share their mar- 
ket with the jeep by Ward M™ 
Canaday, president and chairman 
of Willys-Overland Motors, Ine. 
Toledo, who told the Chicago Fed- 
erated Advertising Club today of 
plans for postwar development of 
the Army’s utility vehicle, now 
being manufactured in great num- 
bers by his company. 

“The great majority of the coun- 
try’s rural citizens,” Mr. Canaday 
declared, “want to use our post- 
war jeep as a general utility truck. 
It will pull implements like a 
tractor, and it will be used as a 
stationary engine for sawing wood, 
pumping water, milking cOws and 
all other uses where power is re- 
quired. In addition it will haul 
the farmer and his family to town, 
and will serve as a carrier for his 
produce and livestock, with or 
without trailer attachments.” 

Mr. Canaday did not say that 
the jeep is expected to replace 
tractors for all farm uses, since he 
conceded that the specialized unit 
will still have its place, but he 
effectually served notice on the 
tractor industry that the jeep is 
expected to occupy a large part 
of the market which up to this 
time has been reserved exclusively 
for the tractor. 

In addition, the Willys-Overland 
chief predicted that since the pub- 
lic has taken the jeep to its heart, 
and since its performance in battle 
has been so remarkably good, the 
company does not plan to change 
its appearance to any great degree, 
but to preserve the characteristics 
which it has had as a military 
vehicle. 

Surveys such as that which have 
revealed a tremendous postwar 
market for the jeep on the farm 
have also shown, he reported, that 
it will have a great field in indus- 
try, public works, fishing and 
hunting, rural mail delivery and a 
host of other applications. He left 
no doubt that Willys-Overland is 
prepared to build and promote the 
jeep on an unprecedented scale as 
soon: as war demands permit it to 
return to manufacture for civilian 
uses. 


Carried 16,103 Lines 


Advertising in January issues of 
Pathfinder totaled 37.3 pages and 
16,103 lines, according to revised 
figures of Publishers’ Information 
Bureau. The linage totals were 
reported in the Feb. 21 issue of 
ADVERTISING AGE. 


IT TAKES TWO | a 
TAMPA and 
ST. PETERSBURG, FLA. 


TAMPA-ST. PETERSBURG 


These two cities form one sales unit 
which is served by the same whole- 
salers. 


St. Petersburg is responsisle for 40% 
of the combined market's buying 
power and cannot be covered by the 
use of Tampa newspapers. 


Advertising must also appear in St. 
Petersburg newspapers. Otherwise 
40%, of the market's retail sales effort 
is unsupported. 


Request our new market folder which 
fully explains why advertisers must 


WORK BOTH SIDES OF THE STREET (BAY) 
IN TAMPA - ST. PETE. 


ST PETERSBURG NEWSPAPERS SERVIC! 


JACKSONVILLE. FLA. - 


comprise ONE URBAN MARKET 
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| Read the following lige | 
this vital article 
his 
or 

that 
lace NE OF THE great battles being = misdirected patriotic zeal she had 
> he fought today is the home- _ offered herself freely to the boys in 
anit front battle for the health of — uniform. 
po the nation. One of the greatest enemies Discreetly Irene was taken aside 
) is in that battle is venereal disease. We and the nurse explained in a friendly 
art can beat that enemy. But a new prob- manner that she had been reported 
this lem is making the fight harder—the asa VD contact and asked her please 
ten problem of the noncommercial girl | to make an appointment at a neigh- 
and who is supplanting the prostitute as _— boring clinic for examination. 
ub- the main source of venereal infection At first Irene was incredulous. But 
art, in the armed services. 
— She is in large part responsible for the 
nge increase of venereal disease, an increase 
ree, yet to be halted despite the efforts of 
tics military and civilian authorities. 
_ Who is the noncommercial girl? 
ave What is the army’s method of control? 
war Here is a typical case that answers 
— both questions. 
a Sergeant Joe, who reported at sick 
and call one day, explained that he had 
id a spent a week’s leave in Washington, 
left D.C. His medical officer obtained 
a from him the name and address of the 
e as girl who might have been the source 
it to of his infection. The officer forwarded 
lian the information to the local health 

authorities in order that the girl might 

be given medical attention. 

Eventually the report reached the 

s of Office of Dr. F. G. Gillick, director of 
and the city’s Venereal Disease Bureau. 
— I was in Dr. Gillick’s office when 
= the report arrived and I saw how the , 
a sguet ten handled, how the control the sake of the teen-age girls. 

system works. Sergeant Joe had said 
— the girl’s name was Irene, that she 
<7 was nineteen years old, five feet three — she was frightened too and willingly 
eae inches tall, and that he had met her _— went to the clinic for examination. 


at the Bear Cat Bar. 

The obscure Bear Cat Bar was 
located and a public health nurse sent 
to find Irene. Irene was there. 

A hard-working girl from a small 
town, Irene lived in a boarding house, 
had little leisure and few friends. She 
was lonely and unhappy and had 
Started to frequent cheap bars. With 


cured in almost 90% of the cases with 
a five-day sulfa treatment. The syphilis 
treatments range from the new one- 
day massive dose with fever therapy 
to the six-to-eight-week multiple in- 
jection method. 

Irene was on sick leave from her job 
for a week. Her medical record will be 
held as inviolate as the files of the 


army’s secret weapons. It should never 


Required Reading 


for every American parent 


This article by the Companion’s Washington corre- 

spondent echoes the views of Major General Norman T. 

Kirk, Surgeon General of the Army and Rear Admiral 
Ross T. McIntire, Surgeon General of the Navy 


Maybe you won’t see your wife’s copy of the March 
COMPANION—SsoO we have condensed on this page one 
of its important articles, “VD, Menace and Challenge.” 
It should be read by every man and woman. We want 
you to read it—all of it, if possible in the magazine 
itself. We want it to make you mad. We want it to 
make you act—for the sake of the war effort and for 


Her test was positive. 

Mrs. Chastina Kendall, sympathetic 
supervisor of the control service, 
suggested that Irene enter the Rapid 
Treatment Center at Gallinger Hos- 
pital. This center is one of thirty-one 
maintained by federal and state funds 
throughout the nation. 80% of the 
patients are women. Gonorrhea is 


be necessary for Irene’s family or 
friends to know about that week in 
her life. After Irene left the center, 
a social worker arranged for her to 
get a pleasant inexpensive room in 
one of the government dormitories 
and there she will make new friends, 

We must remember that VD is no 
respecter of persons. Every segment 
of the population has its victims. For 
those who cannot go to private physi- 


LOWNDS 


cians, good public clinics should be a 
part of every community. 

The cost of venereal disease in the 
armed forces is great. Authorities 
reckon that VD casualties in the navy 
this year are enough to man twelve 
battleships, six carriers, twenty-four 
cruisers and eighty destroyers. Army 
casualties are enough to form twenty- 
six divisions. 

The cost in industry is incalculable. 
A train is derailed and many lives lost. 
Investigation suggests the accident 
was caused by syphilitic blindness of 
the engineer. A man operating a crane 
in a steel mill has a paralytic stroke 
and metal kills nine men. Syphilis is 
the saboteur. 

Because of Selective Service there 
have been established facilities for 
rapid large-scale physical examina- 
tions. Why should not some of these 
facilities be converted for examination 
of civilian workers? 

There are definite limits to what the 
government can do. The great infor- 
mational problem is in the home and 
the school. 

Many mothers who otherwise would 
be at home are at work today. Many 
fathers are in the armed services. This 
places an added responsibility on 
church and school. Wholesome sex 
knowledge must be added to the curri- 
culums of grammar schools as well 
as high schools. The church should 
redouble its efforts to arm youth with 
a stable sense of values, and the 
school can strive to give practical sex 
education. 

This should be supplemented by an 
effective community recreational pro- 
gram. What such a program can mean 
was illustrated at one army camp 
where a motion picture projector 
broke down for a week. During that 
period the venereal disease rate rose 
sharply. 


“My Baby’s Nursery was a Jap Concentration Camp” 


A remarkable case history of the war—An American mother’s account of how she 


i kept her baby alive for seven months in a Jap camp. 
uy! 
the 
Direct from Italian Front—by War Correspondent Fleeson 
“2 Doris Fleeson, CoMPANION’Ss war correspondent, tells about courageous American Red 
tort Cross girls, who go through unbelievable discomforts to bring small comforts to the 
fighting men. 
which 
st One of the Greatest Stories We Have Published 


With “The Royal Game”—last story by the late Stefan Zweig—we print an editorial 
hote which says: “This story is one in a million.” We urge you to read it. 


37 TITLES—“SER VICE”, FICTION, SPECIAL ARTICLES 


CoMPANION’S practical service pages on food, fashions, good looks and homemaking 
are more important and helpful to women than ever before. “Service” will continue to 
occupy more title pages in each issue than any other type of editorial contents, 


Three Other March Features are Worth Your Special Attention 


The COMPANION is different from other women’s magazines. Month 
after month there is proof of it. The COMPANION dares. ““Women’s 
interests” today have spread far beyond the narrow home-family- 
husband interests of years back. Women are just as vitally interested 
in those things today—but they are interested in far more. Women 
are influential citizens. They must be informed, educated, aroused. 
The COMPANION considers it has a public service to do—we are 
doing it by consistently publishing such provocative articles as the 
one briefed above. 


WOMANS HOME 


THE CROWELL-COLLIER PUBLISHING COMPANY, 
PUBLISHERS OF WOMAN'S HOME COMPANION, COLLIER'S, THE AMERICAN MAGAZINE 
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Uses Birthstone Idea 


The Sofskin Company, Findlay, 
O., has launched an extensive 
campaign for Sofskin Creme, using 
29 newspapers in leading cities 
and a long list of national maga- 
zines to feature the birthstone of 
the month with the caption, “Your 
birthstone tells the month—Don’t 
let your hands tell your years.” 
Half and one-column space has 
been scheduled in magazines and 
100-line advertisements in news- 
papers. Wesley Associates, New 
York, is the agency. 


BOOKLET MAILED 10° 
SRECUTIVES ON REQUEST 


Frigidaire Hikes 
Budget 85%; 
Plans Service Ads 


Booklets for Dealers 
Help Build Good Will 
for Postwar Market 


Chicago, Feb. 24.—With oné eye 
cocked toward resumption of 
peacetime manufacturing, Frigi- 
daire Division has increased its 
1944 advertising budget 85% over 
that of ’43 and will continue its 
campaign of informative service- 
type advertising, it was revealed 
here today. 

A basic purpose of the new 
advertising program is to build 
more directly for postwar sales of 
Frigidaire’s many products, said 
L. A. Clark, assistant general sales 


manager of the General Motors 
division, who has just completed 
a series of regional field meetings 
to inform dealers of promotional 
plans. To this end a new series 
of advertisements featuring the 
dependability of Frigidaire equip- 
ment will appear in Collier’s, Life, 
Newsweek, The Saturday Evening 
Post, Time and United States News 
—general magazines with a total 
circulation of 12,000,000 a week. 
First insertions are just now ap- 
pearing. 


Based on Users’ Comments 


Advertisements will be based on 
statements made by typical users 
of Frigidaire refrigerators, home 
freezers, air conditioners, and 
other equipment. They will be in 
full color and will give prominent 
place to attractive “in-use” illus- 
trations of the types of Frigidaire 
equipment expected to be avail- 
able in the immediate postwar 
period. Featured in individual ads 
will be home and commercial re- 
frigeration and air conditioning 
units, home freezers, ranges and 


It is impossible to appraise 
accurately the potentialities of the 
Detroit market, now or postwar, with- 
out carefully considering activity in 
the great automobile plants here. 
Since these plants are now all on war 
work The News believes that adver- 
tisers interested in this great market 
will find the accompanying state- 
ments by officials of the automotive 
industry, relative to plant reconver- 
sion and production of peacetime 
cars, helpful in planning future cam- 


paigns in Detroit. 
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The Detroit News 


THE HOME NEWSPAPER 


A.B.C. Weekday Circulation, 387,757 © Sunday Circulation, 471,765 
4 Den A. Carroll, 110 E. 42nd St., New York 17 
J. E: Lutz, Tribune Tower, Chicago 11 


other Frigidaire peacetime prod- 
ucts. 

In all of these ads dealing with 
commercial and kindred products 
a new booklet titled “Conservation 
Tips” will be offered. It contains 
36 pages of practical suggestions 
on the use and care of commercial 
and air conditioning equipment 
that is expected to prove helpful 
to all users. 

Referring to the company’s serv- 
ice-type advertising, Mr. Clark 
asserted that “the need for this 
kind of help has actually increased, 
not only because food rationing 
continues to present many new 
problems, but because all refriger- 
ators are a year older and need 
even more care if they are to last 
the duration.” 

“How to Keep Meat,” “How to 
Keep Your Refrigerator Happy,” 
and “How a Refrigerator Helps 
Make Hot Breads and Pastries,” 
are typical subjects of the new 
series of practical messages that 
will appear in such women’s mag- 
azines as Good Housekeeping, 
Holland’s, Ladies’ Home Journal, 
McCall’s, and Woman’s Home 
Companion and in such home serv- 
ice publications as American 
Home, Better Homes & Gardens 
and Sunset. All will be page size, 
with full-color illustrations and 
easy-to-read text. 


All Markets Covered 


In addition to extensive use of 
magazines and newspapers in key 
cities, publications reaching 7,000,- 
000 farmers and residents of small 
towns will carry Frigidaire mes- 
sages. The dependability theme 
will also appear in a long list of 
business papers circulating among 
grocers, meat dealers, hotel and 
restaurant operators, builders, 
building managers, and other spe- 
cial groups that constitute a major 
market for Frigidaire peacetime 
equipment. 

In four publications reaching 
home economics teachers and other 
group leaders there will be spe- 
cially written service-type adver- 
tisements. These will offer 
specialized information on re- 
frigeration, helpful booklets and 
the 30-minute sound film, “(How to 
Get the Most Out of Your Re- 
frigerator,” for group use. 


Tie-in With Dealers 


In advertisements this year, as 
last, readers will be directed to 
their Frigidaire dealers for a free 
booklet providing useful household 
tips on storage and preparation of 
food by refrigeration as well as 
care of the refrigerator. In 1943 
the free booklet was titled “War- 
time Suggestions.” This year it is 
101 Refrigerator Helps,” an illus- 
trated, 36-page booklet based on 
Frigidaire’s years of practical ex- 
perience and facts obtained from 
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DEPENDABLE—That's the theme of the 
greatly expanded 1944 advertising 
campaign of Frigidaire Division of 
General Motors, just released. Many 
advertisements, as the one above that 
will break in national publications jy 
April, illustrate Frigidaire's 1942 model, 
which, copy says, will become the 
standard for peacetime comparison, 


many food and household equip. 
ment authorities. 

“We know that, to date, we have 
distributed some 7,000,000 ‘War. 
time Suggestions,’ ” said Mr. Clark 
“so we have a good idea of the 
number of women we have helped 
with their wartime food problems, 
What we cannot even estimate is 
the total amount of good will ow 
dealers have built up in their com- 
munities by providing homemak- 
ers with this useful suggestion 
booklet at a time when it was 
needed as never before.” 

E. R. Godfrey, general manager 
of Frigidaire, emphasized _ that 
although war production comes 
first, every moment that can be 
spared without interfering with 
war activity is devoted to plan- 
ning for peacetime production. 
Current advertising plans, he said, 
will help to set the stage for re- 
sumption of peacetime manufac- 
turing and maintenance of full 
employment when victory is won. 

Foote, Cone & Belding directs 
the Frigidaire account. 


AFA Admits Six 


The Advertising Federation of 
America, New York, has admitted 
the following to membership: Byer 
& Bowman Advertising Agency, 
Columbus, O.; Western Outdoor 
Advertising Company, Wichita, 
Kan.; Staake & Schoonmaker Com- 
pany, Kalamazoo, Mich.; Hen. 
Johnston, Inc., Reading, Pa, 
Northern Engraving & Electrotyp 
Company, Canton, O.; and Sidener 
& Van Riper, Inc., Indianapolis 
Ind. 


INDIANA LEAGUE 


Alexandria Times-Tribune 

Bicknell News 

Bloomfield World 

' Bloomington World-Telephone 
Columbia City Post and 

| Commercial Mail 

Decatur Democrat 

| Dunkirk News 

Elwood Call-Leader 
Frankfort Times 

| Greensburg News 

Huntington Herald-Press 

| Linton Citizen 


Martinsville Reporter 


In 26 Indiana cities that newspaper is a member of the | 


You INSTITUTIONAL ADVERTISERS 


Do you want the people living in cities outside metropolitan 
America to forget you and your product? Of course not. 


Then why don't you keep them reminded and informed 
through advertising in the media you KNOW they will 
READ—their home town daily newspaper. 


OF HOME DAILIES 


Mt. Vernon Democrat 

New Castle Courier-Times 
Plymouth Pilot-News 

Portland Commercial Review & Sun 
Rochester News-Sentinel 

Rushville Republican & Telegram 
Shelbyville Democrat & Republican 
Spencer World 

Tipton Tribune 

Union City Times-Gazette 
Valparaiso Vidette-Messenger 
Vincennes Sun-Commercial 
Washington Democrat 

Winchester News & Journel-Herald 


A ten inch advertisement in every paper once a week for 4 


year costs only $6661.20. 


National Advertis 


Chicago 1 
' 35 E. Wacker Drive 
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THE CROWELL-COLLIER PUBLISHING COMPANY, 
250 PARK AVENUE, NEW YORK 17, N. Y. 


THE BALD EAGLE is the official emblem of 
these United States. He figures as promi- 
nently in your profit picture as he does on 
our coinage, because he symbolizes the 
aspirational American who has never been content to 


“roost” on the lower limbs of our national economy. 


This aspirational American . .. multiplied by millions 
of ambitious men and women . .. constitutes your golden 
mean, between the many who have too little and the 


few who have more than enough. 


These “people who give a damn” are now, as always, 


your most permanent, productive market. 


If you, planning your post-war strategy, want a bigger- 
than-average bite of this better-than-average market, 


consider this: 


THE AMERICAN MAGAZINE is the meat-and-potatoes 
publication of these middle millions . . . the inspiration 
for their aspirations . . . the blueprint of their design 
for living . . . exerting a gravitational pull on their 


interests that no other magazine can match. 


S 
will 
| | | 
IN THE SERVICE OF THE NATION 
an 
THE HAPPY MEDIUM - 
TO AMERICA’S MIDDLE 5 
MILLIONS | 


Optical Service 
for Army, Navy 
Men Makes a Hit 


Chicago, Feb. 24.—The enthusi- 
asm with which soldiers and sail- 
: ors have approved an optical serv- 
set up last weekend at the 


S. J. Jaroch, a salesman em- 


ployed by Almer Coe & Co., 105 
N. Wabash Ave., Chicago, decided 
that the 100,000 service men who 
spend weekends and leaves in Chi- 
cago were probably in need of 
having their glasses fitted and 
adjusted as much as any other one 
thing. On his own he organized 
a team of experienced optical men, 
got the approval of Mayor Kelly, 
who is head of the Service Men’s 
Centers, where everything is pro- 
vided free for men in uniform, and 
started to work last Saturday 
evening. 

When the soldiers and sailors 
learned that they could get their 


glasses fitted free, they came 
a-running, and in the five hours 
the service was available Satur- 
day and Sunday evenings, more 
than 120 men were taken care of. 
Their general comment was, “This 
could happen only in Chicago.” 
According to Mr. Jaroch’s inves- 
tigations, glasses are issued by the 
Army, but regular fitting and ad- 
justing are something else again. 
Hence his decision to provide such 
a service in Chicago. If the need 
is as great elsewhere, the optical 
industry has a chance to build a 
big place for itself in the hearts 
of service men all over the nation. 
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Opens Pittsburgh Office 
The Blue Network has openeg 
a sales office in Pittsburgh, with 
Robert Post, identified with the 
advertising business in Pittsburgh 
for a number of years, in charge. 


Gallagher Resigns 


W. Neal Gallagher, president 
and general manager of the Auto. 
matic Washer Company, Newton 
Ia., has resigned, effective March 
31, as executive secretary-treas. 
urer of the American Washer and 
Ironer Manufacturers Association, 


“ Chicago Service Men’s Center, 420 
USE A | 4 


S. Michigan Ave., suggests that the 
STATION TO 


|optical industry has overlooked 
COVER-A 


|one of the greatest opportunities 


| to build good will ever presented. 
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Other 33 States 
SIGNIFICANCE: 


SUCCESSFUL FARMING FARMS 
Neighbors’ farms (Non-subscribers) 
15 Successful Farming States 


... there arg 


baad differences... revealed by a special tabulation by the 


U.S. BUREAU ofthe CENSUS 


Value of Land and Buildings (per farm) 


$9,402.00 
8,014.00 
7,224.00 


.» » Successful Farming Subscribers are BEST... in their COMMUNITIES ... REGION ... NATION 


NOTE: Ask Successful Farming Solesmen to show you proof of reader preference. 
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Canadian Farm 

wit } Papers Cut Cash 

ou ° 

‘eh | Discount to 2% 

Toronto, Ont., Feb. 24.—Follow- 

ing recent action by Canadian 

F weekly newspapers in trimming 

ident agency commissions from 25% to 

Auto. § 15%, members of the Agricultural 


wton, § press Association of Canada moved 


larch this week to cut the cash discount 
Teas- from 5% to 2%. 

r and While the association is taking 
ation, no action as a group, individual 
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members are expected to send out 
announcements this weekend, 
notifying agencies involved that 
the cut will go into effect July 1. 
Association members include 
Canadian Countryman, Country 
Guide, Farmer’s Advocate & Home 
Magazine, Farmer’s Magazine, Le 
Bulletin Des Agriculteurs and 
Maritime Farmer. Proponents of 
the step contend that it is long 
overdue, since all other publica- 
tions in Canada have operated on 
a 2% cash discount basis. ; 
The two major weeklies, Family 
Herald & Weekly Star and Free 
Press Prairie Farmer, to date have 


taken no action on cutting the dis- 
count, but it is reported that these 
publications, as well as Farm & 
Ranch Review and Western Pro- 
ducer, will take similar steps. 
Announcements to agencies are 
not expected to be accepted with- 
out protest, since the majority 
have considered the cash discount 
as part of their commission from 
advertisers. Agency protests also 
followed the recent announcement 
of the Weekly Newspaper Adver- 
tising Bureau, representing 468 
county weeklies, that the agency 
commission would be cut from 
25% to 15%, plus the regular 2%. 
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in farmers... 


fepuccessful Farming 


O UT here in the Heart we have a saying 


—“you can usually judge a farmer by 
his fences and gates.” If the gates are well 
hung and neat... if the fences are always 
in repair—then the rest of his operations 
are well ordered. 


No one knows better than a rural mail 
carrier how well this criterion applies. 
Long years of shrewd observation have 
taught him what the U. S. Bureau of the 
Census substantiates. He, too, has found 
that the farm families whose harvests are 
richer .. . whose livestock is fatter... who 
lead in every progressive farm and com- 
munity activity, are the families into whose 
mail box he regularly places a copy of 
Successful Farming. He knows, too, from 
the eagerness with which they receive it 
that they prefer Successful Farming to all 
other farm magazines. 


For more than 40 years, Successful Farm- 
ing has been an inseparable part of farm 
living in America’s richest agricultural 
region. For more than 40 years, it has ex- 
pressed the ideals and the strivings of the 
best farmers in that region. It has not done 
this through editorial sleight-of-hand— 
but, rather through becoming an impor- 
tant part of the daily lives of its readers. 
They recognize this editorial honesty. That 
is why they prefer Successful Farming above 
all other farm magazines. Meredith Pub- 
lishing Company, Des Moines, Iowa. 


Serves the Nation’s Farm Leaders 


arming 


Co-op Groups Hit 
$122,995,846 
‘43 Sales Total 


Chicago, Feb. 22. — U. S. and 
Canadian cooperative wholesale 
and regional associations affiliated 
with National Cooperatives, Inc., 
hit an all-time high in cooperative 
sales last year, with a total of al- 
most $123,000,000, the group re- 
ported this week. 

Pre-audit reports from the co- 
ops in a survey just completed set 
the 1943 total at $122,995,846, an 
18.8% increase over the $103,488,- 
956 volume of 1942. 

National Cooperatives last year 
completed its first decade of oper- 
ations, the cooperative group 
pointed out, and member regional 
co-ops during the past five years 


have increased business 2% times. 
In 1939 volume reached $48,708,- 
823; in 1940, $58,821,107; and in 
1941 sales advanced to $82,624,650. 

Sales of the five leading regional 
associations last year were: Farm 
Bureau Cooperative Association, 
Columbus, O., $19,800,000; United 
Farmers of Ontario, Toronto, $17,- 
400,000; Consumers Cooperative 
Association, North Kansas City, 
Mo., $15,248,135; Indiana Farm Bu- 
reau Co-op Association, Indian- 
apolis, $12,400,000; and Farmers 
Union Central Exchange, St. Paul, 
$11,000,000. 


Evans Appointed 

American Phenolic Corporation, 
Chicago, has appointed Evans 
Associates to handle its account. 
Plans call for immediate increase 
in advertising and sales promotion 


programs for both domestic and 
foreign markets. 


Find New Sales Possibilities 


In WWL-Land 


The Deep South is booming— 
diversifying — building right 
now for long-time prosperity 
—an opportunity for sales of 
every product. 


NEW ORLEANS 


THE GREATEST SELLING POWER 


Today and Post-War ey, 


p 


CBS Affiliate—Nat'l Representatives, The Katz Agency, Inc. 


Discoverer 


Use WWL—only medium you need 


WWL combines clear, strong 
signal through five states with 
proven listener-loyalty. Use 
WWL, the standout station in 


this part of the nation. 


50,000 WATTS 
CLEAR CHANNEL 


IN THE SOUTH'S GREATEST CITY 
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Reconversion the Hard Way 


The government, manufacturers 
and the public are all agreed that 
reconversion of war production 
facilities no longer needed for that 
purpose to the manufacture of 
goods for civilian consumers is a 
sound, logical and necessary pro- 
cedure. It will maintain employ- 
ment, improve the domestic econ- 
omy and offset inflation by 
absorbing purchasing power with 
additional supplies of goods. 

With this broad basis of policy 
agreed on by all concerned, it 
would seem fairly simple to make 
the necessary provisions for manu- 
facturers to resume production of 
their peacetime products. WPB is 
all for it, but the hitch comes 
when OPA steps into the picture 
with price regulations which seem 
to suggest that the producer is ex- 
pected to manufacture civilian 
goods at no profit or at a loss. 

OPA, which suggested that some 
textile products be made at a 2% 
gross profit, has officially denied 
that this is to be the basis of its 
pricing policies, but manufacturers 
who have been involved in dis- 
cussions of reconversion with 
Washington leave those discussions 
in a state of doubt and confusion, 
and certainly not enthusiastic 
about starting production sched- 
ules on the suggested price bases. 

The latter, with anti-inflationary 
measures as its goal, is trying to 


keep prices on a prewar basis, in 
spite of the obvious fact that 
costs, especially labor, are far 
from a prewar basis. It is cer- 
tainly not possible to make the 
same goods today at prices which 
prevailed before the war, for the 
sum total of all costs involved in 
production are now considerably 
higher. The OPA device of asking 
the manufacturer to forego most 
of his normal margin, on the 
ground that he is making or has 
made an adequate profit from war 
production, does not make sense 
to us, and we do not believe it 
makes sense to the manufacturers. 

Refusing to allow a reasonable 
price level for goods produced 
under the reconversion program 
may be one way of fighting infla- 
tion, but from where we sit pro- 
ducing more goods is the best pos- 
sible way to fight it. We regard 
scanty supplies of goods confront- 
ed by abnormal purchasing power 
as material for inflation, rather 
than the production of increased 
supplies of goods at reasonable 
prices, based on costs. 

Some of the conversation about 
inflation is getting a bit fatuous. 
Nobody wants inflation, and the 
best way to prevent it is to use 
available facilities to make the 
goods which are needed to absorb 
surplus purchasing power now in 
the hands of consumers. 


‘Lumber Doesn't Advertise 


A lumber promotion group re- 
cently printed a report which in- 
cluded some quotes from an edi- 
torial in ADVERTISING AGE in which 
it was suggested that to hold pres- 
ent war markets, the lumber in- 
dustry needs more of the scientific 
spirit of market research, market 
development and advertising. 
Lumber as an industrial material, 
we suggested in that editorial, 
should be approached as a new 
product, and examined as a brand- 
new plastic right out of the lab- 
oratory would be studied by that 
up-and-coming and rapidly ex- 
panding industry. 

One of the things wrong with 
the forest products industry is that 
it does not believe in advertising, 
at least to the extent of practicing 
it. A new study by the Federal 
Trade Commission, one of its series 
of reports on distribution costs, 
shows that while lumber manu- 
facturers spend 5.18% for sales, 
only .21%—or 21 cents of every 
$100 of sales—goes for advertising. 

Contrast this with advertising 


expenditures in the paint and 
varnish industry, where the aver- 
age advertising cost is 2.5%, or 
more than ten times the amount 
spent for advertising lumber. The 
success of leading advertisers in 
this field is sufficient evidence of 
the value to them of keeping both 
the basic functions of their prod- 
ucts and their brand names before 
general and industrial consumers, 
as well as dealers and contractors. 

Portland cement manufacturers, 
selling a basic commodity perhaps 
more comparable with lumber 
than paint and varnish, spend 
197% of sales for advertising, 
again almost ten times as much 
as is spent by the lumber industry. 

These figures are of course not in 
themselves conclusive, but they do 
suggest that a new approach to the 
marketing problems of the lumber 
industry, both by producing 
groups and individual manufactur- 
ers, would indicate why lumber’s 
competitive market position is not 
as strong as the intrinsic values of 
the product would justify. 
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"Oh, the pins still indicate the location of our salesmen—they show which 
camps they're in." 


Thoughts on Posters 


F. A. Marteau, who has taken 
care of ADVERTISING AGE’s editorial 
requirements in England so ad- 
mirably all through the war de- 
spite such personal inconveniences 
as the bombing out of his office, 
tells us that no detail is being 
overlooked in planning the post- 
war English city. In proof, he 
cites the case of Edward Swann, 
one of Britain’s leading influences 
in applied architecture and color, 
who gave six senior students in 
the London School of Architecture 
the task of preparing a report on 
whether provision should be made 
for posters in planning a city or 
town. Here is what these stu- 
dents said: 

“We are all in favor of provi- 
sion being made for posters. Post- 
ers reflect something of the life 
and activities of the community. 
Towns would have a less lively 
appearance without them. For the 
greater part we would centralize 
poster sites and design them to 
form a fine feature in themselves. 

“We do not think that to place 
posters on the wall of a building 
is necessarily to deface it, but we 
would not allow posters to be 
placed on the walls of private 
dwellings. We would put posters 
on walls which had few or no 
windows and in spaces designed to 
harmonize with the structure of 
the building. 

“The kind of buildings which 
might carry posters would be 
cinemas, factories, and stations. . 

“Centralized sites, placed at focal 
points, we regard as best. The 
next best are single sites, each 
carrying one poster. Single dis- 
plays of this kind give greater 
scope to the poster artist and to 
the advertiser’s message. 

“We would have the sizes of 
sites and of posters controlled as 
now, but we regard control of 
quality as equally important. Every 
poster would have to reach a cer- 
tain standard in design and execu- 

“The poster displays at Picca- 
dilly are ‘disgusting’; the colors are 
crude and displeasing, though we 
admit that a certain crudity of 
color may be necessary to attract 
the attention of passing crowds. 

“Neon signs look ‘appalling’ in 
daylight, and when illuminated 
are spoiled by the ugly shape of 


their lettering. There are people 
who like to ‘see the lights,’ and 
in peacetime visit Piccadilly, Lei- 
cester Square, and such places for 
the purpose. We think that much 
more interesting effects can be 
obtained by the indirect lighting 
of posters, and expect advances to 
be made in this direction. 

“Metal plates we would like to 
see abolished. They get dirty, stay 
up for years, and are never in 
nice colors. 

“There should be a board or 
committee for the Encouragement 
of Poster Design. There should 
be an annual examination with a 
gold medal or other award or 
mark of distinction worth working 
for, open to all artists who have 
reached a certain standard... 

“Poster users have never really 
sought out talent. Probably that 
is why the most promising of our 
young artists are doing murals for 
canteens and other places and 
institutions.” 


How to Do Research 


The Tonics and Sedatives de- 
partment of the Journal of the 
American Medical Association, 
which is at least as funny as any 
other humor column we know, 
quotes some very pointed remarks 
by Dr. C. E. K. Mees of Eastman 
Kodak which are unfortunately 
both humorous and true. Says Dr. 
Mees: 

“Research is a gamble. It can- 
not be conducted according to the 


.| rules of efficiency engineering. . . 


Research must be lavish of ideas, 
money and time. The best advice 
that I can give is don’t quit easily, 
don’t trust anybody’s judgment but 
your own; especially don’t take 
any advice from any commercial 
person or financial expert, and, 
finally, if you really don’t know 
what to do, match for it. . . The 
best person to decide what research 
work shall be done is the man who 
is doing the research. The next 
best is the head of the department. 
After that you leave the field of 
best persons and meet increasingly 
worse groups. The first of these 
is the research director, who is 
probably wrong more than half 
the time. Then comes a commit- 
tee, which is wrong most of the 
time. Finally there is the commit- 
tee of company vice-presidents, 
which is wrong all the time.” 


The following documents may 
be secured without charge from 


companies sponsoring them, or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. 


No. 2292. Can a Tabloid Be a 
Good Newspaper? 


The tabloid’s change from the 
“cheesecake and crime” era, in- 
spired by the question, “Why 
should a different page size require 
abandonment of good, smart, de- 
cent journalism?” is told in this 
booklet, issued by the New York 
Mirror. Redesigned pages, the 
addition of news services, pictures 
and features are illustrated, with 
figures on circulation gains since 
1935. 


No. 2293. Fresh Paint. 


Mutual Broadcasting System has 
issued this brochure, which it 
terms “a study in thumbprints and 
signposts” on the premise that if 
you show a person a fresh paint 
sign he’ll poke a thumb into it to 
make sure. The study devotes 
several pages to advertisers who 
have added MBS stations to their 
program hook-ups, and follows up 
with reports on listener surveys in 
various markets to show the effec- 
tiveness of home town stations. 


No. 2294. Who Advertises What 
in The Iron Age. 

The Iron Age has issued this 
analysis of 7,921 pages of adver- 
tisements published during 1943, 
covering 15 major product groups. 
It starts with a chart listing the 
percentage of space taken by each 
product group, then gives a list 
of products included in each group, 
and tabulates advertisers in prod- 
uct group sequence. 


No. 2295. 63 Years of Keeping Up 
with the Times. 

Highlighting the 63-year history 
of the Los Angeles Times is this 
booklet, which reproduces several 
front pages of the newspaper from 
its first issue, Dec. 4, 1881, to Sept. 
3, 1943, a selection covering head- 
lines on three wars. 


No. 2289. Watering the Roots of 
Free Enterprise. 


This small booklet, issued by 
State Teachers Magazines, Inc., 
contains a message to business in 
which it suggests that reaching 
school children through their 
teachers is a method of “inculcat- 
ing in youth a faith, an under- 
standing, a recognition, of the im- 
portant part business has played 
in American prosperity.” The 
booklet outlines the publications’ 
setup as official journals of 42 state 
teachers’ associations, and provides 
information on rates and reader- 
ship. 


No. 2290. Fingertip Data for 1944. 


Electrical West has issued this 
folder, which contains complete, 
but concisely written data for ad- 
vertisers. The material covers 
schedules, including special issues 
and closing dates; mechanical re- 
quirements; circulation; rates, 4 
list of representatives and the 
market covered by the publication. 


No. 2286. Fingertip Facts Abou 
the Peoriarea. 

Station WMBD, Peoria, Ill., has 
issued this analysis of what it 
terms the “Peoriarea,” with mar 
ket data, coverage map, audience 
surveys and other contents coD- 
veniently indexed for quick ref- 
erence. The station’s mercha 
ing followup is described and il- 
lustrated. 
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Trend Toward 


Buyers Markets 
Seen by Buchen 


Chicago, Feb. 22.— Declaring 
that “we are still in sellers’ mar- 
kets,” Walther Buchen, president 
of The Buchen Company, yester- 
day asserted that “transition, how- 
ever, is fipon us, transition that 
in some cases may be slow, in 
others rapid; in some steady, in 
most irregular,” with the only cer- 
tainties being perplexity and con- 
fusion. 

Mr. Buchen, speaking before the 
Chicago Business Papers Associa- 
tion on how the transition may 
affect business paper advertising, 
pointed out that during the recon- 
version period—when sales forces 
and distribution continue weak— 
“the case for advertising will con- 
tinue to be exceptionally strong.” 
As the transitions progress, how- 
ever, it is “very likely there will 
be a drop from the present high 
level of business paper advertis- 
ing,” he said, adding that this 
“drop can take place regardless of 
paper rationing trends.” 

“For some years,” he continued, 
“advertising has been the only in- 
strument available to manufactur- 
ers for maintaining old values and 
for making at least some prepara- 
tions for new operations. For most 
advertisers in business papers, ad- 
vertising in a buyers’ market, 
although indispensable, is less im- 
portant than the sales department 
and the distributing organization. 
During the transitions and after, 
the sales department will need and 
get more of the sales dollar. 

“How violent or how gentle the 
dips in the advertising curve may 
be at times during the next year 


A 
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or two,” he said, “no one can say. 
There is, however, great likelihood 
of fluctuations downward, some of 
which may be offset from other 
sources.” 

Terming sellers’ markets “para- 
sites,” Mr. Buchen declared: “We 
must press forward to buyers’ 
markets with all of our strength 
and all of our energy. Only buy- 
ers’ markets can provide the in- 
centives that make possible the 
operations that are the breath, 
food and blood of industrial enter- 
prise.” Business paper advertis- 
ing, he said, prospers during buy- 
ers’ markets, when expanded 
capacity keeps the seller on his 
toes. 

Mr. Buchen doubted that the 
transition after this war will fol- 
low the same pattern as that of 
World War I, when, he said, there 
were six months of minor confu- 


sion during reconversion and de- 
mobilization, a year to 18 months 
of wild boom riding, a year of 
depression, and then an expanding 
buyers’ market. Pointing out how 
conditions differ then and now, Mr. 
Buchen outlined a hypothetical 
timetable of transition. 


Checks Off Transition 


In the first period, he said, ap- 
proximately equivalent to 1944, 
there will be increased supplies of 
materials and fluctuations in man- 
power, with more or less effective 
pressure for relaxation of govern- 
ment controls; in the second period, 
corresponding approximately to 
1945, there will be further in- 
crease in the supply of materials 
and manpower, with ever-increas- 
ing pressures for changes in gov- 
ernment controls; in the third 
period there will be additional 


supplies of labor and manpower, 
with resulting pressure for em- 
ployment and reemployment and 
the consequent increase or relaxa- 
tion of government controls. 

“In the meantime,” he declared, 
“the progress and transition toward 
buyers’ markets will be deter- 
mined by the time required for 
deliveries,-the quality or value of 
the product and the course of 
prices. If inflationary pressures 
gain rapid ascendancy, we will 
stay in sellers’ markets. Let us 
remember that many of the things 
that are now called anti-inflation- 
ary may only be putting more 
TNT into a delayed action bomb.” 


Anfenger Expands 

Anfenger Advertising -Agency, 
St. Louis, has taken over two 
entire floors of the building at 1706 
Olive St. 
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Offers ‘Red Ryder’ 


Sectional or local sponsorship of 
the half-hour radio program, “Red 
Ryder,” has been opened in terri. 
tories east of the Rockies by H. 0, 
Hipwell & Co., Chicago. The show 
currently is being broadcast three 
times weekly from Hollywood, 
while the Red Ryder comic strip 
appears in more than 650 news. 
papers throughout the country, 


Names Ashworth 


Col. Arthur Ashworth, vice- 
president and general manager of 
Reed & Barton, Taunton, Mass, 
silversmith, has been elected pres- 
ident of the corporation. He suc. 
ceeds Sinclair Weeks, who re- 
signed both the presidency and his 
seat on the board of directors 
when appointed U. S. senator from 
Massachusetts. 
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Every SECRETS reader knows that she can take 
any issue of the magazine . . . open it, and find its 
pages filled with ideas of dramatized self-improve- 


this mean to you? 


It means that 
SECRETS consistently creates the mood that is the 
sure prelude to buying self-improvement products. 


one did something 


Hands that hold SECRETS magazine are hands 
that interest you and us. These are the hands of the 
woman who “does something about it”. . . the typ- 
ical SECRETS reader who is always in search of 
ideas and products that will help her personal 


When you figure that there are more than 730,00 
women who buy SECRETS month after month, 
you can appreciate how our present advertisers 
benefit from this self-improvement policy. 


Join them NOW and enjoy an added benefit—the 


130,000 bonus circulation of the magazine that has 


* 


99.8% newsstand circulation . . 


grown 700% in 7 years! 


* * 


. recent comparative figures 


newsstand sales show SECRETS to be in the top twelve among 


all women’s magazines. 


annual income of $1,806,082,040 . 
per copy representing $2,294,014,000 additional buying powet ++ 
totaling better than a four-billion-dollar market. 


SECRETS newsstand buyers have # 
average of 4.18 readers 


100 North LaSalle Street, Chicago 2, Ill. + 67 WEST 44TH STREET, NEW YORK 18, N.Y. + 403 West 8th Street, Los Angeles 14, Col 
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ABP Offers New 
Transition Ads 
to Bridge Gap 


New York, Feb. 23. — A new 
portfolio, “Transition Themes for 
Business Paper Advertisements,” 
which demonstrates how some ad- 
yertisers in business publications 
are tying in their copy to the 
growing transition trend, is now 
being distributed by Associated 
Business Papers. It is a collection 
of 12 outstanding advertisements 
of this transition type, each anno- 
tated by ABP and each having a 
different copy slant. 

The portfolio has been offered 
free, on request, to business paper 
advertisers and agencies by the 


ABP in its regular advertising 
schedules in advertising and sales 
publications. Member publishers 
and salesmen will also participate 
in distribution of the work book. 


Samples Show How 


In an explanatory letter which 
has been inserted in the portfolio, 
a transition advertisement is de- 
scribed as one which bridges the 
gap between war and postwar ad- 
vertisements, and has a_back- 
ground theme saying “winning the 
war comes first.” The sample ads 
bear out this theme in addition to 
introducing new products, “war 
babies” which will be available 
after the war, and also stress the 
importance of “tell all” copy, 
pointing out the outstanding fea- 
tures of a product placed on the 
market after a brief war recess. 


WMC Names Ingle 


Edward T. Ingle, formerly direc- 
tor of field operations for the 
clubmobile division of the Ameri- 
can Red Cross in England, has 
been named director of informa- 
tion service for the War Man- 
power Commission. He succeeds 
Philip S. Broughton, who has re- 
signed to join the public relations 
department of Young & Rubicam, 
New York. 


Appoints Donovan 

J. J. Donovan, formerly assist- 
ant director of the automotive 
division of the War Production 
Board, has been named regional 
manager of the New York office 
of Chrysler Airtemp, and will 
direct Airtemp sales and service 
activities in the greater New York 
area and New England. 


Advertising Has 
Big Postwar Task, 
Fulton Tells OAAA 


French Lick, Ind., Feb. 22.—In- 
ventive genius and mass produc- 
tion alone will not be sufficient to 
move the great quantities of new 
goods of every description that 
will follow conversion of Ameri- 
can industry to a peacetime econ- 
omy, Kerwin H. Fulton, president 
of Outdoor Advertising Incorpor- 
ated, told the national board of 
directors of the Outdoor Advertis- 
ing Association of America, meet- 
ing here last Friday. 

“It will be advertising, by which 
the appetites of the great mass of 
our people are stimulated to want 
these goods, which will move the 


Women who “do something about it” read 


great quantities of new products, 
made possible by the inventiveness 
of industry as the result of the 
war,” Mr. Fulton said. 

In his motion to the directors to 
name a postwar planning board, 
Mr. Fulton pointed out that mass 
production alone would not be 
sufficient to prevent a depression 
similar to that which followed the 
last war, nor prevent unemploy- 
ment. “It will be the creation of 
the demand for consumer goods 
that will create the jobs and sus- 
tain American standard of living,” 
he said. 

“Our imagination has been 
stirred by the promise of the new 
things to come. We have been led 
to expect marvelous developments 
in every field of production. But 
it will remain for advertising to 
bring home to the people the 
vision of the new comforts, the 
new pleasures, the excitement of 
these new products. Mass pro- 
duction alone could not do the 
job.” 

Harry Crawford, chairman of 
the board, named the following 
members of the postwar planning 
board: W. Rex Bell, Terre Haute, 
chairman; B. W. Robbins, Chicago; 
George W. Kleiser, San Francisco; 
Frank Dunnigan, Ft. Wayne; Mar- 
tin Price, Savannah; K. H. Fulton, 
New York; Harry Crawford, Mo- 
bile, and Herbert E. Fisk, Chicago. 

The board was ordered to report 
back by June 15 and was given a 
budget of $50,000. It is to make 
investigation of production and 
consumption in the various sec- 
tions of the country. 


Trumbull to Speak 


Howard A. Trumbull, manager 
of the merchandising division of 
Owens - Illinois Glass Company, 
will speak on “Merchandising As- 
pects of Commercial Research” at 
the dinner meeting of the Chicago 
chapter of the American Market- 
ing Association, Feb. 29 at 6:15 
p. m. at the Top of the Town Club, 
185 N. Wabash Ave. 


WHAT WITH THE 
RUSH TO RADIO, 
IT’S A LUCKY 
ADVERTISER, THESE 
DAYS, WHO IS 
HEAVY IN SPOTS! 
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there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 
offers advertisers a new and highly responsive 
market. Advertisers now find a new newspaper 
“buy” in Chicago, for — 


— You need The Sun in any newspaper combina- 
tion to cover Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


NEW YORK OFFICE: 250 Park Ave. CHICAGO'S MORNING TRUTHpaper 


Tue Brannam Company, National Representatives: Atlanta, Charlotte, Chicago, Dallas, 
Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco. 


New War Council 
Campaign Lauds 
Medical Corps 


New York, Feb. 23—A new, 
handsomely printed and illustrated 
brochure entitled “A Matter of 
Life and Death” was issued by the 
War Advertising Council this 
week, launching a new project, 
that of telling the country through 
advertising of the heroic and skill- 
ful work being performed by the 
Army Medical Department. Coop- 
erating with the Council in pre- 
paring the booklet were high- 
ranking Army officers and the 
Office of War Information. 

Prominently displayed is an ap- 
peal from Maj. Gen. Norman T. 
Kirk, surgeon general of the U. S. 
Army, asking the nation’s adver- 
tisers to aid in telling the Medical 
Department’s story to the public. 

Gen. Kirk asserted that “no sol- 
dier in the world, whether he is 


in the armies of our allies or our 
enemies, receives better medical 
attention, on and off the battle 
field, than the man who fights for 
America.” 

“We, in the Army Medical De- 
partment, are sure of this,” he 
added. “We want the American 
public to be sure of it. You men 
in industry and advertising can 
perform a great service for your 
country by telling the Medical 
Department story for the benefi- 
cial effect it will have on national 
morale.” 


Figures Show Progress 


The Council campaign guide 
presents background information 
on the vast Army Medical Depart- 
ment organization, cites figures to 
show the marked progress made 
in treating wounds and disease, 
and offers suggestions for tying in 
advertising with this important 
information theme. 

Among statistics cited is the de- 
cline in death rate for wounded 
men in the current conflict, com- 
pared with World War I. During 
the latter, eight men out of every 
100 wounded died; currently 97 of 
every 100 wounded men recover. 


SEVEN WORD 
THAT BRING 
SERVICE 


“LOOK IN THE CLASSIFIED 
FOR OUR DEALERS” 


dealers.” 


Many manufacturers whose trade marks and 
dealer listings appear in the Classified use 
these seven words in their general advertising: 
“Look in the Classified for our Dealers.” That 
helps to make the advertising more effective 
locally. Such clear directions bring prospects 
and dealers together quickly, a direct contact 
which produces business. 


With Trade Mark Service, you can find 
more business for your dealers in a few or a 
thousand communities across the country — 
wherever you have distribution. 


Have a Directory Representative at the tele- 
phone company business office tell you more 


about Trade Mark Service in the Classified. 


Dealer gets more sales 
and service business. 


Ad says “Look in the 
Classified for our 


4 
Your Local Desier Wis Address ............ Tet. Me. 
on. You Local Desier Wis Address ............ Tet. Me. 
YOUR LOCAL DEALER His ...... Tet. Me. 
‘SHE You Local Desler Wis Address ............ Tet. Be. 
YOUR LOCAL DEALER Wis Address Tel. Me. 
Your Local Dealer Wis Address ........... Tel. Me. 
Your Local Dealer His Address ee Tet. Me. 
Your Local Dealer Wis Address ............ Tel. Me. 
You Local Dealer Wis Address ........... Tel. Me. 
VOOR LOCAL DEALER Wis Tel. Me. 
You Local Dealer Wis Address ............ Tel. He. 
YOUR LOCAL DEALER Wis ...... Tel. Me. 
Your Local Dealer His Address ........... Tel. Ne. 
Your Local Desier His Address Tet. Me. 
Your Local Dealer His Adgress ............ Tel. Me. 
You Local Desier His Address Tet. Me. 
YOUR LOCAL DEALER Wis Tel. Me. 
You Lecal Desler His Address ............ Tet. Me. 
YOUR LOCAL DEALER His Tel. Me. 
You Lecal Desler His Address ........... Tet. Be. 
Yow Local Dealer His Address Tet. Me. 
His Address Tet. Me. 


Prospect reads advertise- 
ment in magazine. 


Prospect finds Trade 
Mark and dealer list- 
ings in the Classified 
section of the tele- 
phone directory. 
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importé des 
ETATS-UNIS 
D’AMERIQUE 


FRENCH-ARABIC—for commercial im. 

ports from the United States to Syria, 

is this label, part of the labeling ides 

fostered by overseas branch of OW) 

to keep the Allies “America conscious" 
(AA, Feb. 21). 


The tragic toll of men suffering 
amputations, prolonged hospitalj- 
zation, recurrent operations and 
permanent disability as a result of 
bone infection has been reduced 
to one-fifth the figure of World 
War I. Deaths from abdominal 
wounds have likewise been sharply 
reduced. 

Phases of the Medical Depart- 
ment’s work suggested as adver- 
tising themes include the heroism 
of the medical soldier, the Army 
nurse, and the medical officer; 
the transportation equipment that 
speeds care of the wounded; and 
the advance in medical science 
stimulated by the war which will 
play a vital role for the civilian 
of tomorrow. Several advertise- 
ments sponsored by companies 
already dramatizing the Army’s 
medical care are reproduced in the 
booklet, including Curtiss-Wright, 
E. R. Squibb & Sons, The Bayer 
Company and Johnson & Johnson 
(AA, Sept. 20, 1943). The mate- 
rial was prepared by Ferry-Hanly 
Company, acting as_ volunteer 
agency on the campaign, with 
L. H. Ashe, of E. R. Squibb & 
Sons, as volunteer campaign man- 
ager, and Edwin O. Perrin, Coun- 
cil staff manager. Production of 
the 20-page campaign guide was 
contributed by Bristol - Myers 
Company. Copies may be obtained 
from the War Advertising Council, 


60 East 42nd St., New York 17. 


Hooper Pacific Report 
Shows Hope on Top 


The Hooper “Pacific Program 
Ratings Report” for the December- 
January period shows Bob Hope 
leading the list of top ten evening 
sponsored programs, with Red 
Skelton second and Fibber McGee 
& Molly third. Others in the fol- 
lowing order are Charlie McCar- 
thy, Aldrich Family, Frank Mor- 
gan-Fanny Brice, Jack Benny, 
March of Time, Take It or Leave 
It and Abbott & Costello. 

Evening sponsored network 
hours for the same period are up 
17% hours over the comparable 
months a year ago, and daytime 
sponsored hours are up 5% hours. 
Evening sets-in-use are up slightly 
from last month (35.1 as against 
34.8). 


JACKSON 
MISSISSIPPI 


IMMEDIATE 
AND 
LONG RANGE 
RESULTS 


. . « that's what you get in Jackson. 
the 'Double-Return'’ Market of the 
New South! 

Metropolitan Jackson's 124,558 peo- 
ple have over $130 million to spend 
now; and, Jackson is among the fi 

6 cities of the nation most likely to 
retain wartime gains. And — wsLI 
offers you effective coverage — at 
less cost! 


BLUE NETWORK 
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Weaving the fabric and cutting the cloth sym- 
bolize the basic differences in abilities and 
contributions between men and women. Each 
is an independent function—useless without 
the other. While men produce “consumer 
goods,” it is the women who buy and utilize 
those goods. Such differences in interests lead 
to a difference in reading interests, too! 


These differences are the reason for the 


existence of women’s magazines and the rea- 
son why no other magazines published can 
take their place in the lives of women. That 
McCall's is read by one out of every five Amer- 


ican women is no accident but the direct result 


Painted for McCall's by Walter Klett 


of this magazine’s ability to think the way 
women think. The fact that millions of women 


cut, fit and make their clothes from McCall 


Printed Patterns is further evidence of the 
confidence women place in the magazine that 
thinks the way they do. 


In war as in peace, McCall’s is edited directly 


to the three primary interests of the American 


Woman— Her Heart. Her Home. Herself. 
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RCA Drops Hour 
Show; Substitutes 
Musical Program 


New York, Feb. 24.— After 26 
weeks’ sponsorship of ‘“What’s 
New?” full hour show heard over 
159 Blue Network stations, Radio 
Corporation of America has 
dropped the program and will pre- 
sent a new half-hour program of 
popular and classical music en- 
titled “The RCA Program — The 


Music America Loves Best,” over 
the same number of stations. 

The new show, to be heard 
Saturdays 7:30 to 8 p.m., EWT, 
will feature one classical and one 
musical star each week, with 
Jeannette MacDonald and Perry 
Como scheduled for the first 
broadcast. RCA commercials will 
be brief and announcements will 
be limited, for the most part, to 
identification of the various musi- 
cal selections. 

J. Walter Thompson Company 
is the agency. 


Gulf Oil Renews 


Gulf Oil Corporation has re- 
newed “We the People” over 92 
CBS stations. effective Feb. 13. 


|The program is heard Sundays 
'7:30 to 8 p. m., EWT. Young & 
Rubicam is the agency. 


Pillsbury Starts Drama 


A new dramatic program, 
“Grand Central Station,” will 
make its debut over a CBS net- 
work March 4, sponsored by 
Pillsbury Flour Mills. It will be 
aired Saturdays at 10 to 10:25 
a. m., PWT. McCann-Erickson, 
Inc., handles the account. 


Gillette Airs Derby 


For the fifth consecutive year, 
Gillette Safety Razor Company 
will sponsor the broadcast of the 
Kentucky Derby over the full CBS 
network. The running is sched- 


cancelled. 
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at his home to collect his income tax.” 


INFO 
KILLED 


@ Until the Detroit 


Free Press aroused Congress 
and the Nation .. . Soldiers’ 
widows were penalized for 
their husband’s heroism. 


if is now the law of the land. No tax may be 
levied upon the estates of soldiers killed in 


action, and any taxes previously levied are 


But on November 26, 1942, when Major Carl Siglin 
of Detroit laid down his life defying enemy fire, his 
widow was liable for the income tax on the $3,000 


base pay received for giving his life. 


On January 7, 1943, James S. Pooler, Free Press Staff 
Writer, tapped out his now famous story: “An Amer- 
ican soldier can die a hero’s death for home and 


country, but he is barely dead before his country is 


As a result 


of Mr. Pooler’s story and others that followed, the 
eyes of Congress and the nation were opened to an 


obvious injustice, and Congress acted. 


This Free-Press-inspired legislation is evidence of 
The Detroit Free Press spirit of leadership—a con- 
structive spirit that reflects extra value upon the 


advertising in its columns. 


FO DOM 


...THE DETROIT FREE PRESS 
IS ONCE AGAIN 
DEMONSTRATED 


Story, Brooks & Finley, Inc., Natl. Representatives 


Press 
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uled for May 6, and the complete 
picture of the background and the 
race will be aired from 6 to 6:3 
p. m., EWT. CBS stations jp 
Montreal, Toronto, Honolulu, 
and San Juan will also carry the 
broadcast. Maxon, Inc., is the Gij. 
lette agency. 


Resinol Tries News 


; Using network radio for the first 
time, Resinol Chemical Company 
Baltimore, for Resinal ointment 
will sponsor the 1:20 to 1:30 p. m’ 
PWT, portion of the “Blue News. 
room Review” featuring Edward 
Jorgenson, on 10 Pacific Coas 
Blue Network stations, Mondays 
Wednesdays and Fridays. Court. 
land D. Ferguson, Inc., Baltimore 
is the agency. : 


Philip Morris Changes 


The burlesque quiz, “It Pays tg 
Be Ignorant,” heard on the CBs 
Kate Smith hour since last No. 
vember, has become an independ. 
ent half-hour program over the 
same network, replacing the 
“Philip Morris Playhouse.” Pre. 
sented by the same sponsor, the 
program, aired Fridays at 8 to 8:39 
p. m., CWT, features Tom Howard 
as the misinformed quizmaster, 


Takes News Program 


B. S. Pearsall Company, maker 
of Elgin margarine, has signed the 
Yankee Network news programs 
Monday, Wednesday, Friday and 
Saturday, 8 to 8:15 a. m., over 2] 
New England stations. Schwimmer 
& Scott, Chicago, handles the ac- 
count. 

Acme Breweries, San Francisco, 
has taken over a good neighbor 
radio show, “Fiesta Time,” broad- 
cast Tuesday nights, 7:30 to 8 
p. m., PWT, over a special north- 
ern California CBS network. Bri- 
sacher, Van Norden & Staff is the 
agency. 


Format All Set 


Westinghouse Electric & Mfg. 
Company, which earlier this 
month purchased three 15-minute 
periods on the Blue Network, will 
launch the first of its new series 
March 13 over 165 outlets. Heard 
Mondays, Wednesdays and Fridays 
at 10:15 p. m., EWT, the program 
will present an all-star battery of 
musical headliners, including 
vocalists, instrumentalists and the 
Westinghouse chorus of 16 men. 
The company sponsors another 
network show over CBS. McCann- 
Erickson is the agency. 


Quaker Oats Renews 


Quaker Oats Company has It 
newed “That Brewster Boy” over 
the full CBS network, effective 
March 3. The dramatic program 
is heard Fridays 9:30 to 10 p. mM, 
EWT. Two Canadian outlets also 
carry the show. Ruthrauff & Ryaa 
is the agency. 


Names Sedgwick 

Alfred E. Sedgwick, formerly 
with Motor Boating for 23 yeals, 
has been named assistant to the 
publisher of Diesel Progress, New 
York. 


Selling To Women While 
They're Young 

| Published by GIRL SCOUTS 

#55 East 44th Sereet, New York 17 


Grow along with us! -— 


225,000 ABC! 


MEMBER OF THE YOUTH GROUP 
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H. C. WITHERS 
Managing Editor 


WICK FOWLER 
The News’ War Correspondent 


TED BARRETT 
City Editor 


JOHN McGINNIS 
Book Editor 


WILLIAM M. THORNTON 
Chief of Austin Burcau 


IRENE BOYCE 
Fashion Editor 


JEAN SIMMONS 
Society Editor 


FELIX McKNIGHT 
News Editor 


JOHN KNOTT 
Staff Cartoonist 


DON McIVER 
State Editor 


V. H. SCHOFFELMAYER 
Agricultural Editor 


HILTON R. GREER 
Staff Writer 


WAYNE GARD 
Staff Writer 


[| the thinking and writing men of a 


newspaper and you have its value to its advertisers. 


Here is a staff of outstanding newspaper men 
—a colorful, capable staff, carrying on a fine old 
tradition of community-building, cultural 


journalism. 


Our suggestion that it is the greatest “staff 
of stars” in America will be challenged from a 
dozen directions—but there are readers without 
number throughout the Dallas market area who 


share our belief. 


The reason The Dallas News is an outstand- 
ing advertising medium is, first of all, because it 1s 
an outstanding newspaper. 


Sell the Readers of The Dallas 
News and You Have Sold the 
Dallas Market. 


Ohe Dallas Morning News 


STUART McGREGOR 
Assoc. Editor in Chief 


JOHN E. KING 
Washington Correspondent 


JOHN ROSENFIELD 


Amusements Editor 


GEORGE WHITE 
Sports Editor 


ROBERT M. HAYES 
Chief, East Texas Bureau 


JOE E. FEE 
Chief, Central Texas Bureau 


CURTIS VINSON 
Mexico City Correspondent 


na the $ = 
0 6:34 J | 
) p. m. 
or, the & ~ 
ster, 
‘Ograms 
ay and 
over 21 
ancisco, 
0 to 8 
| north- £ 
-minute 
has re é 
effective 
program 
“4 
te 


Agency, 


Names Export Advertising| Mqnufacturer 


Frederick Stearns & Co., Detroit, 
has appointed Export Advertising 
Chicago, 
export advertising. 


to handle its 


Ads for Packers 


Return of Peace. 


War Bonds Now. 


by A 


CO. LIMA CORIO 


Riverside, Cal., 


Hasten the 


Buy More 
orange belt, 


chinery Corporation. 


largely engaged in war production, 
cannot sell much packing house 
equipment now, due to priority 
restrictions, it has placed the ad- 
vertising for the dual purpose of 
getting the help necessary for the 
packers to save their bumper crops 
of oranges and lemons, and to keep 
the good will of the packers so 
that when the war ends they will| afternoon,” 
continue as customers. 


Runs Help Wanted 


Feb. 22.—A 
series of advertisements appealing 
to women and youths to help pack 
fruit has been released to news- 
papers in the southern California 
sponsored by the 
Riverside division of Food Ma- 


Although Food Machinery,! portant war job to be done,” the 


dangered because there 
enough help to pack the fruit, and 
a caption declares, “We can’t let 
this happen;” the third, declaring 
that “Our club now meets every 
depicts club women 
Last year| helping handle the fruit; and a 
when fruit pickers were greatly|fourth asserts 
needed, a similar series was placed 
with considerable success. 


that 


first of the new series points out 
that “servicemen’s wives can also 
serve”; the second shows a soldier 
reading that citrus crops are en- 


Stressing that “there is an im-|in an essential industry. 


All the advertisements carry 


is not 


“Rosie the 
riveter has a sister” now doing 
vital war work by packing fruit 


SCRIPPS-HOWARD 


NEW YORK . . .World-Telegram 
CLEVELAND ...... Press 
PITTSBURGH. . . + + Press 
SAN FRANCISCO ... . News 
INDIANAPOUS. . . . Times 


NATIONAL ADVERTISING DEPARTMENT + 230 PARK AVENUE~- NEW YORK 


.. al excerpt from a series of articles, entitled 
‘Free Enterprise vs. Security’, by John H. Sorrells, 
Executive Editor, that appeared in 
Scripps-Howard Newspapers 


HE War has taught us many things. It 

has recreated our faith in the individ- 
ual; it has revitalized our fidelity to dem- 
ocracy. 


We stared with awe and apprehension at 
the power of the Nazi military machine— 
but saw that machine wrecked by the Rus- 
sian peasant who was fighting not for the 
state, but for the homeland, not with his 
faith in the state, but with the countryman’s 
simple faith in himself. 


We have seen that the “invincible” Nazi 
state is not invincible at all, but is a showy 
facade for an economic system which, when 
the chips were down, couldn’t compete with 
the inventiveness and productive capacity of 
a system of free enterprise. 


We have comprehended that security 
does not lie in isolation, but in a willingness 
to assert the power of democracy for the 
restoration of order and peace in a world 
made mad by the drug of absolutism. 


We have seen the American soldier, man 
against man, destroy the super-Nazi and 


CINCINNATI. Post 
KENTUCKY ....... Post 
Covington edition, Cincinnati Post 


the super-Jap; we have seen a man in a rub- 
ber boat, through faith in himself, triumph 
over the organized power of ocean and sea. 
And so, we have taken heart. 


We must give our kids most of the credit 
for this recapture of our faith and courage 
—those jitterbugging, rug-cutting, “deca- 
dent” kids, who stood up to a powerful and 
ruthless enemy, and licked him at his own 
game. Some of them had to die in order 
to teach their fathers courage and faith, and 
many more will die before it is over. The 
torch was handed back to us, not forward 
to them. 


But the torch is lit. They kept it lit— 
those who had fewer tangible assets in 
democracy than their elders—who are fight- 
ing to preserve something which we, in our 
bewilderment and fear, had almost sur- 
rendered. 


We must take up the burden of personal 
responsibility, and once again stand erect; 
we must plant our feet in the hard road of 
freedom and ignore the mirage of “security” 


which lies both to the Right and to the Left. 


WAR WORK—This is the opener in 4 
campaign appealing to women and 
children to help pack southern Cali. 
fornia's bumper orange and lemon 
crops. Food Machinery Corp., River. 
side, is sponsoring the drive. 


small illustrations, pointing out 
that “You’re paid while learning: 
part time work is available; plants 
are located in your community; 
and no birth certificates or citi- 
zenship papers are required.” 

The Mayers Company, Los An- 
geles, is the agency. 


Trademark Group 
Spurs Drive to 
Curb Violators 


New York, Feb. 24.—An ex- 
tensive program to curb trademark 
violations in barber and _ beauty 
shop supply fields has _ been 
planned for 1944 by the Associa- 
tion for the Protection of Trade- 
marks, composed of the makers of 
Fitch, Herpicide, Jeris, Kren, 
Pinaud, Vitalis and Wildroot. 

Maxwell M. Alexander, general 
counsel for the association, told 
ADVERTISING AGE that although the 
aim of this group is to educate 
rather than punish violators who 
have been guilty of refilling trade- 
marked bottles with inferior sub- 
stitutes, legal action has brought 
numerous violators to justice in 
New York, Philadelphia and 
Washington, D. C. 

Investigators employed by the 
group are scattered over a wide 
area of the country, testing con- 
tents of trademarked products. 
Upon finding a violation they pre- 
sent their credentials, seize the 
counterfeit product as evidence, 
and in many cases the violator 
signs an agreement to avoid in- 
volved litigation. 


Shell Schedules Drive 


On March 15, Shell Oil Com- 
any, New York, will place one of 
he largest advertising campaigns 
it has ever used, blanketing the 
entire east-of-the-Rockies tert! 
tory with a long list of newspapers. 
Weekly insertions in large spate 
will tell the public what Shel 
dealers can do to save their cals. 

J. Walter Thompson Compaty 
handles the account. 


Now contributing its full 
toward winning the wat, 
Creek factories will be busy 8¥PF 
ing civilian needs tomorrow. * 
lation: 67,959. 


ENQUIRER NEWS 


PP CO. New York Chi: 90508 
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Announcing 


A complete, comprehensive, detailed Aeronautical 
Directory. It will completely cover the Industry in the 
United States, Canada and South America. It will tell 
you anything you want to know regarding WHO’S WHO 
and WHAT'S WHAT in aeronautics on this side of the 
Atlantic. It will be only 5” by 72” in size, but it will be 
the World’s biggest and best Aeronautical Directory. 


IT WILL CARRY NO ADVERTISING because it is defi- 
nitely a reference book. When you are looking for infor- 
mation, seconds count. No advertising pages speeds 
your search. 


IT WILL BE A LIMITED EDITION because it is designed 
— like other reference books —for a specific purpose. 


PRODUCTS OF AN ORGANIZATION 


* * * 


AERO DIGEST 


BLUE BOOK 


It is only for those who can use it to good advantage in 
the prosecution of their duties. 


FREE DISTRIBUTION to Advertising Agencies with Aero- 
nautical Accounts, and to Aeronautical Industry Officials 
in the United States, Canada, South America and other 
Countries. This directory is a non-profit proposition to 
us, but you can profit by its use. 


WE SUGGEST that you reserve your copy now. Please 
use your business letterhead. 
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Big Advertising 
Potential Seen in 
Apparel Industry 


$37,000,000 Gain 
Plausible If Field 
Begins Planning 


New York, Feb. 23.—Although 
present and potential volume of 
textile and apparel sales compare 
favorably with other fields, the 
clothing industry has received the 
least attention in national con- 
sumer and trade advertising, ac- 
cording to Women’s Wear Daily. 

The clothing business, better 
described in trade parlance as the 
textile and apparel industries, 
spends about $13,000,000 in na- 
tional advertising to maintain a 
$7,000,000,000 wholesale volume, it 
is pointed out. The food industry 
spends $106,000,000 in advertising 
to do an $8,500,000,000 wholesale 
volume, the publication says. 

Women’s Wear Daily contends 
that if the broad field of textiles 
and apparel were properly ex- 
ploited, national advertising bill- 
ings might easily rise to $50,000,- 
000 per year, with a commensurate 
increase in sales volume. It like- 
wise believes that the textile- 
apparel industries and the adver- 
tising business currently face a 
great opportunity. 


Quotes Market Study 


To hammer home its point, 
Women’s Wear emphasizes that 
sales of textiles and apparel have 
never approached the level of con- 
sumer needs in this country. This 
view is supported by the Depart- 
ment of Commerce study, “Mar- 
kets After the War,” which says 
of the 1940 census: “Large num- 
bers of people went without such 
things as sheets and shoes which 


Tulsa County, the hub 
of KVOO's "Magic 
Empire" market, re- 
corded twice the gain 
in population as 
shown by Oklahoma's 
second market hub 
county, according to 
the census bureau es- 
timate based on the 
registrations for No. 
4 ration book, over 
the official 1940 U.S. 
Census Count. This is 
another reason why 
Oklahoma's No. | 
Market which KVOO 
alone blankets is the 
best buy in Okla- 


homa. 


EDWARD PETRY G co. 


would be generally recognized as 
necessities. In the field of com- 
forts and luxuries the contrast 
between wants and effective de- 
mand was even greater.” 

This same study presents a 
hypothetical projection of expen- 
ditures by commodity groups, as- 
suming full utilization of available 
manpower and the 1942 level of 
prices. According to the report, 
clothing ranks as one of the 
favored industries and it claims 
that apparel and accessories sales 
should rise from 65% to 96%, 
while home furnishings sales 


should soar from 53% to 165%. 
Only automobiles and new housing 
show possibilities of exceeding 
those increases. 

Reconversion adjustments in tex- 
tile mills will be minor compared 
with the heavy industries, it is 
noted. In the women’s ready-to- 
wear and the men’s clothing fields, 
necessary changes are even less. 
Many small needle plants have 
never been converted to war work. 


blacked-out industries. Prewar 
qualities and styles, it is pointed 
out, have grown scarce and many 
people have been compelled to 
buy war substitutes which may or 
may not have proved satisfactory. 
Indications point to the latter. 
Fear that they will be caught 
with too much of this emergency 
merchandise when peace comes 
has already prompted leading re- 


prewar or postwar times, reports 
Women’s Wear Daily. The Sreat 
distributive system in the dry 
goods or soft goods field is primeg 
and ready to swing into postwar 
activity. 

Whereas retail inventories jp 
1939 were at $5,000,000,000, zoom. 
ing to $9,000,000, 000 in early 1942, 
they have been dropping steadily 
and by last September had fallen 


the textile and apparel industries 


ing business” as 


tailers to make plans to unload|to $6,000,000,000. The wholesale 
Additional research shows that| “victory” styles gradually. 


trend has followed the same Pat- 


These factors add up to a vast]tern. 
will enjoy the same “pump prim-| accumulated demand for better 


The ready-made glamor of 


some of the|and unrestricted merchandise of|clothes lends itself to unlimiteg 


EASTERN 


WASHI INGTON 


Thanks are due to the Bureau of 
Advertising of the ANPA for the 
happy description of Newspapers as 
THE GREATEST SHOW ON EARTH 
.».a@ show attended daily by just 
about as many people as there are in 
the whole United States. 


Milling around the Spokane news- 
paper exhibits in the multiple-ringed 
arena are crowds of unprecedented 
size. And no wonder! In our corner 
of the Big Top you'll find more than a 
proportionate share of things that de- 
serve such titles as Big, Huge, Vast, 


Enormous, 
dingnagian. 


Gargantuan and Bro 
Pictured herewith 


some of these marvels and phenome 


nons of nature! 


No need to tell you that there's; 
big rush these days to see the Great 
est Show on Earth. We’re getting 
capacity audiences at the Spokan 
Dailies part of that show, and coni 


dently expect big attendance atte 
the War is won. Buy a ticket now 
It's well worth your while, and we 


do our very best to squeeze you in! \ Gr 


f 


MONT ANA) 


NORTHERN 


SPOKANEAREA 


Distinctly Different 


THE SPOKESMAN-REVIEW 


MORNING 


I SWAN — 
THERE 4S SUCH AN 
ANIMAL 7 


THE PACIFIC NORTHWES! 
Spokane Market the Heart 


DISTANCES 
VIA SHORTEST RAIL ROUTES 
Spokane to Seattle 310 Miles 
=, Spokane to Tacoma 339 Miles 
Spokane to Portland 368 Miles 
Spokane to Salt Lake 934 Miles 
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COMBINED DAILY CIRCULAT 


Advertising Representatives: John B. Woodward, Inc., New York, Chicago, Detroit, Los Angeles, San Francisce 
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variety and appeal in advertising 


orts 
reat Band promotion, Women’s Wear 
dry Bfeels. The very appeals which 
med § pational advertisers have borrowed 
twar g for years to enhance their adver- 
tisements for refrigerators, auto- 
s in § mobiles and the like, namely, an 
ajluring feminine character, could 


1942, as easily be used to promote 


this magazine shifted editorial em- 
phasis from foods to apparel. It 
has also established a new textile 
laboratory for testing and ‘check- 
ing fabrics and garment construc- 
tion and use. 


Campbell to NBC 


R. A. Emnett Returns 


R. A. Emnett, formerly assistant 
advertising manager of the May- 
fair and Lennox Hotels, St. Louis, 
has returned to take charge of 
advertising and public relations for 
the two institutions. 


Roxalin Names Mathes 


Roxalin Flexible Finishes, Eliz- 
abeth, N. J., has named J. M. 
Mathes, Inc., New York, to handle 
its advertising. Magazines, busi- 
ness papers and direct mail will 
be used. 


adily  cjothes for U. S. consumers. Ralph P. Campbell, formerly | Joins Ingalls-Miniter Forbes’ Appoints Two 
allen Evidence is accumulating that| with Maxon, Inc., as an account| Gilbert A. Starr, formerly ad-| Frank H. Burns, vice-president 
esale § tnis “sleeper” industry in national | executive specializing in radio, has|vertising and sales promotion|of Forbes Magazine, New York, 
Pat- § ,dvertising is being discovered. In| joined NBC, New York, as admin-| manager of Regal Shoe Company, | has been appointed director of ad- 

past years Good Housekeeping de-|istrative assistant to Clarence L.|has resigned to join Ingalls-Mini- vertising and public relations, and 
° Of B voted about 50% of its editorial| Menser, vice-president in charge ter Company, Boston agency, as Richard E. Kline has been named 
nited coverage to foods. During 1943}of programs. vice-president. a vice-president. 


Exhibits 


tion than Niagara Falls! 


Grand Coulee Dam, close to Spokane, 
now produces more power for the na- 
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APPLE ~COUNTY 


ties for apples. One-fifth of 


BROBDINGNAGI 


Yakima County beats all U. S. coun- 
nation’s 


apples come from the Spokane area. 


120,000 to 150,000 


HUGE 


CROP OF PEAS 


handled at Farragut on Lake Pend 
Oreille in Northern Idaho. 


Umatilla County, 
Oregon, has the 
biggest pea out- 
put of any county : 
in the United - 
States. 


trainees per year 


ern 


JTES 
10 Miles 
39 Miles 
58 Miles 
34 Miles 


ANTIC 


world is in North- 


/ 


SOURCE 4 oF LUMBER ARTIFICIAL LAKE 
Largest body of It's back of Grand 
white pine in the Coulee Dam—a 


Idaho. 


great attraction 
for tourist money. 


\ 


You'll find them in the Coeur ’ 
d’Alenes of Northern Idaho. ; 


MMENSE 


LIGHT METALS INDUSTRY 


Yakima County 
leads. all coun- 
ties in the U. S. 
in production of | = 


y Spokane is now 
light metals cap-] 
ital of the West. } 


poke 


ashington 


EVENING 


17,000 . . . 81.24% UNduplicated 


Color Representatives: SUNDAY SPOKESMAN-REVIEW—Comic Sections: Metropolitan Group 


Code Ruling Hits 
Use of ‘Vitamin D’ 


in Dairy’'s Name 


_ San Francisco, Feb. 23.—Label- 
ing or advertising of milk which 
creates the deceptive impression 
that it is so produced or treated 
as to have a marked increase in 
vitamin D potency or content over 
that found in ordinary milk is not 
permissible under the state agri- 
cultural code, according to a re- 
cent ruling by Attorney General 
Robert W. Kinney. 

The ruling was requested by 
W. J. Cecil, state director of agri- 
culture. The case involved a com- 
pany which a few years ago oper- 
ated under the name of Jones 
Vitamin D Dairy and bottled and 
distributed market milk produced 
from cows consuming irradiated 
yeast, resulting in a milk with a 
high vitamin D potency. No ex- 
ception was taken at that time to 
the company name since the dairy 
actually produced vitamin D milk. 
The dairy is still in operation, 
but irradiated yeast is no longer 
being fed, nor are any other meth- 
ods used to increase the vitamin 
D potency. In the opinion of the 
attorney general, the fact that the 
dairy had in the past legitimately 
used such a name would not 
justify its continuation when the 
advertised practice was discon- 
tinued and the milk no longer con- 
tained markedly increased vitamin 
D potency. 


Adds Classified Columns 


The New York Times adopted a 
nine-column format for its classi- 
fied pages beginning Feb. 21. The 
change was not made primarily to 
increase revenue, but to accommo- 
date more advertisers, according to 
Harold Hall, business manager. 


Corliss Heads Sardik 


Warren R. Corliss, former presi- 
dent of National Food Brokers, 
New York, has been named an 
executive of Sardik Food Prod- 
ucts. 


| | 


Youth Helping Businesses | 
On Their Way 


| preakfam 


When it first appeared on the 
grocers’ shelves way back in 1900, 
Mother and Father took one look 
and said. “What is it, hay or 
straw ?” 


But Youth pulled at Daddy’s arm 
and tugged at Mother’s skirt and 
said, “Let’s try it.” 


| They did. Within a year there 
were several ready-to-eat break- 
fast foods, doing quite nicely, 
thank you. Within ten years, 
there were a dozen. Also doing 
quite nicely, thank you. 


What about today? The break- 
| fast food business is enormous. 
Who eats it? Almost everybody. 
Why? Because they've been do- 
ing it since they were Youths. 


1,500,000 of America’s leadership 
Youth stand ready for your mes- 
sage today. You can reach them 
direct in their own favorite mag- 
azines. They are the Youth you 
need in your business today, be- 
cause they are the adults you will 
need for the preservation of your 
business tomorrow. 


THE 


GROUP 


1 E. 42nd St.. New York City 


American Girl— Life—o Road for Boys 
Young America—Young Catholic Messenger. 
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B&B Had it Right 


To the Editor: Just to keep the 
record straight I enclose one of the 
many hundreds of calendars made 
by Brown & Bigelow, all of which 
showed Thanksgiving in 1944 on 
its correct date, the 4th Thursday, 
Nov. 23. 

One of the most popular ques- 
tions thrawn at the Brown & Bige- 
low library during the early part 
of 1943 was, “When is Thanksgiv- 
ing in 1944?” In our regular line 
of duty we found the law passed 
by Congress and signed by Presi- 
dent Roosevelt which causes 
Thanksgiving to fall on the 4th 
Thursday in November from now 
on. 

This is just to show that there 
are some calendar makers who 
get things right intentionally 
rather than by accident. 

Griec ASPNES, 

Librarian, Brown & Bigelow, 

St. Paul. 


Points Out Flaws 
in ICS Ad Story 


To the Editor: There were two 
slight flaws in your criticism of the 
advertising men’s judging of the 
ICS ads. I have just today gotten 
around to going through the last 
four ADVERTISING AGES and, too 
late for the contest, but in time 
for my own edification, did my 
own ranking of the ads, as follows: 
A-11; B-7; C-6; D-1; E-8; F-2; 
G-5; H-10; J-9; K-12; L-3; and 

Here is flaw No. 1 in your judg- 
ing of the admen’s judgment: 

It would require almost super- 
human knowledge, plus plenty of 
luck, to choose any large number 
out of twelve exactly right. That 
is, choose Ad No. A as number 8, 
Ad No. B as number 5, etc. The 
more accurate way to grade each 
adman’s judgment is on a percent- 
age basis. Since there are 12 ads, 
assign each ad 12 points. A per- 
fect score would be 144—the total 
of the points for all 12 ads. Now, 
suppose you rank Ad No. B in 4th 
or 6th place, instead of 5th—you 
score only 11 points on this ad. 
Suppose you rank Ad No. H in 
10th place, as I did, instead of No. 
l—you are 9 places wrong, your 
score on that ad only 3. Your 
total, compared to 144, gives your 
percentage of error. My own was 
21%, which I consider not too 
serious, considering my complete 
lack of knowledge of the market, 
of past experience of the adver- 
tiser with various basic appeals, 
of what the market is today, and 
how it has changed, under war- 
time conditions, and hence, what 
new appeals would be most likely 
to succeed. 

And there is flaw No. 2 in your 
judgment that “Admen Do Poor 
Job of Ranking,” etc. For example, 
I debated long and earnestly 
whether to rank No. G last, feel- 
ing sure in my own mind that the 
great pool of young men to whom 
ICS must normally appeal, are 
probably thinking very little about 
education, whether they are now 
in uniform or the draft is just 
blowing closer to them. Yet, since 
ICS had apparently felt them to 
be still important enough to in- 
clude as a market, I reasoned they 
would respond to this particular 
copy. Which, in point of fact, they 
must have done, for it to place 
among the top 12 at all. But there 
are, as I feared, too few left in 
that age-group market to count, 
evidently. 

Ad No. E, to men of the Navy, 
could be guessed very eccuretely 
by anyone familiar with the record 
of ICS appeals in the past to Navy 
men, even before it ran. But not 
by anyone entirely ignorant of 
Navy response to self-improve- 
ment, as most of us are. 

If you will go over the entries 
and re-judge them on the percent- 
age basis outlined above, however, 
I wonder if the admen’s standing 
won’t greatly improve? I will dare 
to bet that there will be a few—a 
very few who are experienced in 
mail-order copy—who, in spite of 
their ignorance of the ICS mar- 
kets and experience, will show a 
percentage of error not over 25%, 


This department is a reader’s forum. Letters are welcome. 


20%, or even 15%. Which will 
prove profitable in any mail-order 
program. 

ALBERT COUCHMAN, 
Couchman Advertising 
Agency, Dallas, Tex. 


Paper Rationing Gives 
Fidelity Ad a Break 


To the Editor: This clipping 
from the Dayton Herald, Feb. 15, 
proves that paper rationing has its 
good points, too. 

The 2-inch ad for our client, The 


CUTIES —By E. Simms Campbell 
VETERANS’ HOSPITAL 


ONLY THE BEST! 
ASK YOUR DOCTOR 


MEDICAL SUPPLY 4 


Fidelity Medical Supply Company, 
runs daily on the comic page. 

To conserve space cartoons are 
occasionally mortised. This issue 
rates a happy tie-in, thanks to un- 
witting collaboration of cartoonist 
and makeup man. 

H. H. 

Hutzler Advertising Agency, 

Dayton, O. 


“I realize you're boosting morale, 

but you needn't tuck them in and 

kiss them good night. Soon there 

wont be any outgoing patients 
at al” 


F 


Questions Stability 


To the Editor: Being in the 
Army makes some of us stop to 
reappraise values—our life, past 
and future, many of the funda- 
mentals of life, and the business 
that we were in. Being detached 
from most of the rest of our life, 
we can think of things from an 
entirely different viewpoint. 

Specifically, I have been won- 
dering about some phases of the 
advertising field. My six years’ 
experience in advertising was con- 
fined to the advertising depart- 
ments of publications and adver- 
tisers. Thus I realize that the 
answers to my questions might 
come from broader experience in 
the field ... and then they might 
not. 

We in advertising naturally are 
firm believers in nationally adver- 
tised brands, the firms that stand 
behind these brands, 

Among other things, we feature 
or imply soundness and stability 
of concerns manufacturing these 
advertised products, and if they 
have been in business for many 
years, we feature this. 

Occasionally there will be new 
ownership or management of these 
companies making advertised 
products. But because there is so 
much money tied up in the good 
will of the name of the company 
and product, they are not changed. 
Personnel and the product itself 
usually remain much the same, 
because they are already success- 
ful as is, with gradual improve- 
ment when possible. 

Also most of these companies 
that manufacture this nationally 
advertised merchandise establish 
seniority systems for their em- 
ployes. Even in times when help 
is easy to obtain, they encourage 
their employes to remain with the 
firm for many years. No matter 
what the employe’s job, they feel 
that he will do a better job the 
longer he stays there. He will 
understand the company, product, 
and his job better. 

But if all this is true, why is 
there such a rapid turnover in ad- 
vertising agency personnel, man- 
agement, and firm names? Read- 
ing through any advertising maga- 
zine today, I am amazed at the 
number of such changes. 

John Doe, with the Blank 


Agency for the past year, and for- 
merly with the Roe agency for 2 
years, now has a new connection. 
The famous Smith and Jones 
agency is now known as Brown 
and Johnson. 

I realize that agencies are selling 
a personal service rather than a 
product. 

Yet I cannot understand this 
great contrast between the written 
words and personal actions of 
agency people. They feature the 
stability of their clients’ compa- 
nies and personnel, and the good 
will of their clients’ names, yet 
keep changing themselves all the 


time. 
Pvt. MERRILL ORMEs, 
Hq. Btry. 822 A.A.A. Bn., 
Camp Haan, Cal. 


Illini Professor Makes 


a Copy Testing Offer 


To the Editor: Remember the 
fun you had with the inability of 
the “experts” to rank correctly the 
12 International Correspondence 
School ads? It proved again what 
every advertising man knows in 
his heart, and what we teachers 
have been telling our students for 
years. 

After it was all over, I tried an 
experiment on one of my little 
wartime classes in advertising and 
had them rank the 12 ads by secret 
ballot. (The original ballots are 
enclosed.) 

Here are the totals: (Work sheet 
is enclosed) 


A B 
Low score wins........ 51 52 
Ranking by class....... 
Ranking by ICS........ 8 5 


Now, I know that this was not 
a scientific procedure. Two factors 
were radically wrong. First, the 
jury was not made up of genuine 
prospects or even near-prospects 
for the proposition being adver- 
tised. However, they were nearer 
the age of the real prospects than 
were many of the experts, no 
doubt, and could react more as 
the prospects would. Second, the 
number of jurors was far too small 
to rate so many ads. We should 
have had around 100 instead of 
only nine. But even at that the 
kids did pretty well. 

It will be perceived that the 
students hit five of the 12 on the 
nose, including the best and the 
two poorest. In two other cases 
they missed the correct ranking by 
only one place. In two others they 
missed by two places. 


Let’s look at it this way. Sup- 
pose the ICS ad manager had the 
results of this survey before him 
at the beginning of the year. If 
he had decided to use the seven 
ads which the students ranked 
highest, he would have run the 
best six ads, according to actual 
results. Suppose he decided not 
to use the poorest five, according 
to the student jury ranking. He 
would have discarded four of the 
five weakest ads as they showed 
up in actual test. 

I have tried this sort of experi- 
ment many times before and it 
always comes out about this way. 
I have no doubt that, if we ad- 
hered to the principles of this type 
of test, the results would be even 
better. Any agency want to let 
us try some more ads just to see 
how it works out? 

A. RUSSELL, 

Professor of Advertising, Uni- 


versity of Illinois, Urbana. 
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Editorial Service 
for U. S. Neighbors 


To the Editor: I noticed jp‘ 
ADVERTISING AGE a news item con. 
cerning the expansion of News. 
week’s International Editions. 

And while copies of all thege 
editions are not available for free 
distribution at the moment, | 
thought you would be interesteq 
in reviewing copies of Newsweek. 
Canada and Newsweek-Pan Amer. 
ica by Air. 

I am _ therefore sending yoy 
copies of the first edition of each 
of these under separate cover, 

You may be sure that these new 
editions are definitely planned t 
render a more complete editoria] 
service to the peoples in our neigh. 
boring countries. We expect that 
each succeeding issue will improve, 

FRANK WARE, 

Circulation Director, News- 

week, New York. 


Tosses It Back to C. C, 


To the Editor: Since Copy Cub 
is holding his nose over the initials 
of the Public Utilities Advertising 
Association, maybe it would be in 
order to point out that his own 
initials represent an old Army 
term which means “compound 


cathartic.” 
H. J. Rowe, 
Ambro Advertising Agency, 
Cedar Rapids, Ia. 
Praises ‘Info’ Service 
To the Editor: I thought ‘you 
would be interested in having a 
word of appreciation for the per- 
fectly fine service you have been 
giving us on the ADVERTISING AcE 
“Information for Advertisers.” 
The booklets and documents 
which you have been sending me 
have helped a great deal in build- 
ing up a fund of information. 
J. W. GEORGE, 
Director, Dealer Advertising, 
Dr. Salsbury’s Laboratories, 
Charles City, Ia. 


If you have seen "Fresh Paint", 


the new book by Mutual, 


you realize. 


this thumbprint 


is simply 
a symbol 


It's a symbol of all the researchers who have 


discovered 


new things about radio. 


And a symbol of all the advertisers who are doing 


new things 


on Mutual. 


If you haven't seen "Fresh Paint", drop us a line. 


Ais 


The Mutual Broadcasting System 
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Nor the Power of the Magazine Women believe in! 


Women are wonderful! They get what they go for despite a 
little matter of uniforms — or paper shortages. For example, 
they bought 97% of the newsstand copies of the January 
Journal in the first two weeks of the sales period. All recent 
issues have been sell-outs — less than one-half of one per cent 


Largest audited circulation of ANY magazine 
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Two Join ‘Newsweek’ 


Nicholas Freydberg, 
advertising manager of 


formerly 
the New 


York Mirror, has been named 
assistant to the publisher of News- 
week, and August Mosca, formerly 
on the art staff of Mutual Broad- 


casting System, New York, has 
been named art director of News- 
week’s advertising promotion de- 


partment. 
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Dash Named to 
Succeed Atkins 


Thomas R. Dash, associate edi- 
tor of Women’s Wear Daily, has 
been named to succeed Edward 
Atkins, footwear news editor of 
Fairchild Publications, New York, 
who has resigned, effective March 
6, to assume an organizational post 
in the shoe industry. 

Mr. Dash, along with Dorothy 
Lovatt Wallis, associate fashion 
editor of Women’s Wear Daily, has 
been assigned to make plans for 
the launching of a new Fairchild 
publication, Footwear, which will 
be issued .weekly when WPB 
newsprint restrictions are lifted. 
The new publication will contain 
all the editorial and advertising 
material appearing in the footwear 
sections of Women’s Wear Daily 
and Men’s Wear. 


ABA Named by Four 


Advertising Bureau of America, 
New York, has been named to 
handle the accounts of Graygone 
Vitamin Company, Post Export 
Trading Company, B. & M. Novelty 
Company, and the Peerless Pen & 
Pencil Company, all of New York. 


PARADE’S SCENARIO showed how innocent play on the streets at 
night can lead to trouble, when young boys meet bad companions. 
It showed how, in over 500 cities and towns, teen-age boys and 
girls must hurry home at the sound of the 9 o'clock curfew. 


THE NATION’S PARENTS are worried about wartime temptations 
to which youth is exposed. Parade planned and pre-edited a 
picture-story around this subject, entitled, “America Rings the 
Curfew.” Moral: the curfew stops trouble before it starts. 


show them to you. 


as vivid and 


not only offers advertisers the 
lowest cost per page per thousand, but 
independent surveys prove Parade is the best- 
read national magazine section. Ask us to 


Parade’s high readership among 2,000,000 
families carries right over into the advertis- 
ing columns! Space is still available. 

The special Parade technique of pre-edit- 
ing picture-stories is responsible for its out- 
standing readership. For pointers on this 
technique, read below. 


PHOTOGRAPHS and captions combined to make this story 
real as a movie on paper. Characters were 
picked and posed, to play parts as typical individuals. 
More about Parade’s editorial methods next month. 


405 LEXINGTON AVE., NEW YORK 17, N. 
135 SO. LA SALLE ST., CHICAGO 3, ILL. 
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War Effort Ads 
Net $25,843,776 
in Five Months 


New York, Feb. 23.—War effort 
advertising in U. S. daily and Sup. 
day newspapers for the last five 
months of 1943 climbed to a tota) 
of $25,843,776 — with December 
alone ringing up a $4,617,600 tota} 
—the ANPA Bureau of Advertis. 
ing revealed today in the third of 
its new series of analyses. Weekly 
newspapers are not included in the 
tabulation, which was made by 
the Advertising Checking Bureay, 

A small fraction of the huge 
expenditure was paid for by the 
government, the major portion of 
the space having been bought by 
national and local advertisers. 

Among the 37 individual proj- 
ects listed, war bonds continued 
in first place, accounted for $1,498. 
466 worth of advertising space in 
December and $10,474,983 in the 
five-month period. The “Don't 
Telephone” appeal held second 
place in both December and the 
five-month figures with $522,767 
for December and _ $2,424,946 
from August to December. “Don’t 
Travel” rated third place in De- 
cember, with $423,870 devoted to 
preventing a holiday transporta- 
tion breakdown, though it ranked 
only ninth in the five-month 
figures. 


Salvage Drives Increase 


Ranking fourth and fifth re- 
spectively, fat salvage and waste 
paper salvage moved at an accel- 
erated tempo to top the list of 
individual projects for December. 
Space worth $340,361 was devoted 
to fat salvage and $328,565 to the 
waste paper campaign. These two 
campaigns were in eighth and 
tenth place during the five-month 
period. 

The report concluded that of 
December’s $3,119,133 war effort 
advertising, exclusive of war bond 
promotion, $2,843,689 was paid for 
by advertisers, $275,444 was do- 
nated by newspapers, of which 
$192,973 was for the waste paper 
salvage campaign. Further data 
showed that $2,100,924 of the paid- 
for advertising was that of national 
advertisers, $674,765 that of local 
advertisers. The remaining $68,000 
was advertising paid for by the 
government, all for recruiting 
campaigns. 

The report covers support by 
newspapers for the war effort 
through advertising columns alone, 
and includes none of the enor- 
mous aggregate of newspaper sup- 
port in news and editorial space. 


Hench in New Post 


George C. Hench, formerly chief 
of the plumbing, heating and re- 
frigeration supplies, wholesale and 
retail trade division of the Office 
of Civilian Requirements, has been 
named advertising manager of 
Plumbing & Heating Business, 
New York. 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. 5: 
—2nd in New England. With 
a minimum cost you reach 
urban and suburban popule 
tion. 


Survey of Providenc: Bullet 


The New Faven Register 
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City Federation of Women’s Clubs, 
under the direction of Mrs. Joseph 
E. Goodbar, radio and press chair- 
man of the organization. 

“In most serials,” said Miss 
Dickerman, “the clear boundary 
edges of the moral codes are 
smeared and obliterated. In the 
view of former teachers like my- 
self, who have observed the psy- 
chological effects of suggestion on 
the minds of adults and children, 
the long-range effects of such a 
deluge of dirt is bound to be in- 
creased moral grime and unclean- 
liness.” 

Defending “soap operas” as 
offering an “important kind of 
mental release,’ William G. Wer- 
ner of the Procter & Gamble Com- 
pany’s division of consumer infor- 
mation, cited numerous factors 
attesting to the worth of such 
programs. 

“Eminent medical and psychia- 
tric authorities,” he said, “after 
studying a number of daytime 
radio programs, report in sub- 
stance that, to a woman tied down 
to housekeeping duties, without 
opportunity for outside diversion 
and amusement, many of these 
programs offer an important kind 
of mental release; that they trans- 
port housewife listeners, for the 
moment, lo tne sort or areain-ana- 
romance world which gives them 
refreshment in mind and spirit 
they so often sorely need.” 


ONLY A.B.C. Diesel Magazines 


oe the Diesel industry is de- 
voting all its great engineering 
talents, manufacturing facilities 
and productive skills to making the 
Diesel engines needed to win the 
War. These engines are used in 
ships, tanks, trucks, locomotives 
and in power plants throughout the 
world: They are for the Army . . 
the Navy . . Lend Lease. 

The day the War is over new 
commercial vessels and pleasure 
craft will be in demand, War cre- 
ated deficiencies in power, industry 
and transportation must be elimi- 
nated. 

It will be the job of the Diesel 
industry to meet these demands by 
stepping from War-time production 
to Peace-time operation. Unlike 
most industries now 100% in War 
work, the Diesel industry will ex- 
perience no conversion delay—the 
Diesels used in winning the War 
today are the same, except for an- 
ticipated improvements, that will 
furnish cheap, reliable power to- 
morrow. 

Now is the time to become iden- 
tified with the Diesel field in all 
its ramifications by advertising in 
the world’s only A.B.C. Diesel 


magazines 


DIESEL POWER & DIESEL 


Charles Edward Wilson, one of America’s pacemakers, executive vice chairman of the War Production Board, whose 
steady climb from office boy to the presidency of General Electric Company is like a tale right out of Horatio Alger. 


4 


TRANSPORTATION 
MOTORSHIP 
ASK FOR COMPLIMENTARY COPIES OF 
BOTH MAGAZINES BY WRiTWNG TODAY Said a WPB associate of Mr. Wilson, shown here with his chief. Donald M. In the Engineer's Cab. Mr. Wilson 1” 
To Nelson: “The magnitude of the ov j 


er-all problem didn’t stun him into inactivity. 


dulges his yen for “running things ; 
ece by piece, always getting something done.” 


Mr. Wilson hacked away at it, pi preferably running mechanical things- 
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PUBLICATIONS, INC. 


LEXINGTON AVENUE 
NEW YORK 16,.N.Y. 
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Wurlitzer Starts 
1944 Series of 
Institutional Ads 


(Picture on Page 55) 

Chicago, Feb. 22.—In anticipa- 
tion of what it believes will be a 
huge postwar market for musical 
instruments, Rudolph Wurlitzer 
Company, now producing war ma- 
terials, has stepped up its 1944 
campaign to continue the job of 


building good will for the famous 
Wurlitzer trademark. 

The new magazine drive con- 
sists of two series of full-page, 
full-color ads running concur- 
rently. The first series, which 
was launched in the February 
issue of Better Homes & Gardens, 
features the general activities of 
the company in the music field. 
The second, appearing in Look, 
starting with the March issue, is 
similar, but gives special emphasis 
to the Wurlitzer automatic phono- 
graph, or juke box, and the part 
it is playing in the entertainment 


of the armed forces as well as 
civilians on the home front. 

The copy theme for the maga- 
zine campaign is based on the 
series of paintings, by well known 
artists, which illustrate the pages 
and tell the story of “Music from 
the Heart of America.” Reproduc- 
tions of the paintings, without 
advertising matter, are being pre- 
pared for free distribution to the 
public. 

The magazine campaign is being 
supplemented by special news- 
paper advertisements, also institu- 
tional in type, which are now 


appearing in all cities where Wur- 
litzer stores are located. 

Schwimmer & Scott handles the 
account. 


Kessler Rejoins R&R 


Lt. (sg) Guy Kessler, who has 
been given a medical discharge 
after two years in the Navy, 
during which he saw a great deal 
of action as commander of a cor- 
vette in Aleutian waters, has re- 
turned to Ruthrauff & Ryan, Chi- 
cago, as an account executive. 


WILSON HAD LEARN HOW 


on if- 
ings 


‘hing’. 


Maybe you think he was “born that way.” 


And maybe he was. 


Yet the hard-hitting Charlie Wilson who has untangled some of 
America’s worst war production problems explains himself otherwise. 


Since he was 12 years old, he has spent all his days, and much of his 
nights, working. To him, this is simply “the American way.” 


NEW yYorRK 


WORK PLUS INGENUITY. America became the great- 
est industrial nation of the world because certain of 
her men were immensely ingenious . . . and indus- 
trious. 


They fought and worked and would not rest until 
they had learned “HOW.” How to master coal, 
and steam, and gas, and electricity—and turn their 
vast powers into better living. 


It’s this ceaseless concern with the “HOW” of 
things that has won America’s production war, 
that will carry Allied invasion forces to Berlin! 
And it will be these same American brains and 
hands that will go to work building that better 
tomorrow. 


WHO ARE THESE MEN? Some are presidents of indus- 
trial companies. Some are mechanics . . . builders 

. engineers . . . electric welders. Some, like 
Charlie Wilson, have “arrived.” Others are “com- 
ers’—on the way up. But a// are mechanically- 


THE NEWS-PICTURE MAGAZINE OF SCIENCE AND 4 


rhead tor 


Swe 
Post - War Markers 


CHICAGO 


DETROIT 


inquisitive men concerned with that “HOW” of 
things . . . and more than 700,000 of them read 
POPULAR SCIENCE Monthly every month! 


These are the men who will lead in the purchase 
of that 342 billion dollars worth of automobiles 
which the U. S. Chamber of Commerce reports 
the American family intends to buy within six 
months after the war ends. These are the men 
who will be first to purchase that 11/2 billion dol- 
lars worth of major appliances . . . that over 7 
billion dollars worth of new homes . . . which 
the same authority finds the public has in mind 
... and has the money for! 


AMERICA’S PACEMAKERS. These 700,000 men can 
be your first buyers, too... and will act as an ad- 
vance post-war sales force .. . a “spearhead” of 
influence with friends and neighbors . . . if you 
talk to them now, through the informative adver- 
tising pages of POPULAR SCIENCE Monthly. 


SAN FRANCISCO 


LOS ANGELES 


AN AMAZING FLOUR 


MANY USES—for Honeymead soy 
flour get attention in this newspaper 
ad for Honeymead Products Co., 
Cedar Rapids, la. The 2-pound sack 
for home use is featured along with 
the story of extra nutrition, and a 
tested recipe booklet is offered free. 


Reed Joins Perfex 


Paul B. Reed, formerly service 
manager of the electric refrigera- 
tion and air conditioning division 
of Servel, Inc., Evansville, Ind., 
has been named manager of the 
refrigeration and air conditioning 
division of the Perfex Corporation, 
Milwaukee. 


Appoints Selden 

George Selden, formerly with 
the Johns-Manville Corporation, 
where he specialized in the acous- 
tical field, has been named man- 
ager of the Flexwood and Flex- 
glass division of the United States 
Plywood Corporation, New York. 
The products are made and sold 
jointly by United States Plywood 
and the Mengel Company. 


lov 
SECOND MARKET 


of the state’s 


EFFECTIVE 
BUYING INCOME 


is concentrated in 
Western Washington 
vy vy x It’s a market 
demanding MORE than 
““one-city” coverage. 
That’s why TACOMA, 
as well as Seattle is a 
MUST on every news- 
paper list. 
(Source: Sales Management) 


™News 


Tacoma, Washington 


Lorenzen G Thompson, Inc. 
National Representatives 
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sae Chamber of Commerce, has been| poration. The new bureau _ will| American Propeller and Northern 
es Avco Names Gratop named head of the new publicity| handle information and publicity | Aircraft Products division, Toledo; 
mG Arthur W. Gratop, formerly | bureau established at 1333 Alexis|for Avco’s Lycoming and Spencer | and Republic Aircraft Products di- 


assistant secretary of the Toledo|Rd., Toledo 1, by Aviation Cor-|divisions, Williamsport, Pa.;| vision, Detroit. 


Center of the Nation’s population is located in Indiana, not far removed from WOWO. 


WOWO is Indiana’s Most Powerful Broadcasting Station . . a Center for Program 
Production . . a Center for Market Testing. Several now-popular network 


shows, and variations of them, had their beginning at WOWO. 


Shows are produced and tested . . in this ideal section of the country . . and then linked to a product. 
With an audience split fifty-fifty, urban and rural, the first few broadcasts provide indications 


upon which the advertiser charts his course. 


The number of programs and advertisers that began at WOWO and are now carrying on nationally, 


is proof indeed that your good sales-ideas can be best tested on WOWO, Ft. Wayne. 


New Coverage and Market Map now avail- 
able. Just your name and address on a 
penny postal and we'll gladly send it. 


WESTINGHOUSE RADIO STATIONS Inc 


wowo WGtL © WBZ WBZA © KYW 
REPRESENTED NATIONALLY BY NBC SPOT 


FORT WAYNE 
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Johnson Predicts 
Higher Level for 


Postwar Economy 


New York, Feb. 22.—With ful 
employment and full utilization of 
productive capacities, the United 
States will have the opportunity to 
develop a high level economy ip 
the postwar era, Arno H. Johnson, 
director of media and research of 
J. Walter Thompson Company, told 
members of the American Market- 
ing Association here last week. 

Emphasizing that during the war 
the United States’ total gross na- 
tional production of goods and 
services can reach $200,000,000,000 
with employment of approximately 
52,000,000 civilians, or at double 
the highest prewar levels, Mr. 
Johnson said that it will be pos. 
sible after the war for the 57,000,. 
000 then seeking employment, to 
produce the same amount or more 
peacetime goods and services, un- 
der the 40-hour week. 

Using charts, Mr. Johnson show- 
ed that the revenue from full pro- 
ductivity can provide enough 
purchasing power to enable con- 
sumers to buy this full production, 
since such an economy of full- 
scale production can produce an 
average income of more than $50 
per week compared with the pre- 
war average of about $25 per 
week. This would indicate the op- 
portunity for a postwar level of 
approximately $145,000,000,000 for 
goods and services bought by con- 
sumers, or approximately double 
the highest prewar level of $71, 
000,000,000 in 1929. 

Concerning a ready market for 
the consumption of a large in- 
crease in goods and services, Mr. 
Johnson cited figures from the 
studies of consumer spending by 
the U. S. Bureau of Labor Statis- 
tics which show that even in pre- 
war years a family with an aver- 
age income of $50 per week repre- 
sented a market for goods and 
services approximately double the 
family with a $25 per week in- 
come. Even in food, the $50-a- 
week family consumed 74% more, 
and in the various other classifi- 
cations of expenditures the in- 
creases in actual consumption were 
in most cases more than 100%. 

The key to any such increase, 
however, lies in the willingness on 
the part of the mass of the popu- 
lation to increase its living stand- 
ards to keep up with productivity, 
explained Mr. Johnson. He empha- 
sized that mass education in the 
form of advertising, publicity and 
all forms of competitive selling 
would be an essential factor in es- 
tablishing demand for the higher 
standard of living made possible 
by the increased productive ca- 
pacity. 


Elects Schuster 


Karl F. Schuster, president of 
the Acme Breweries, San Francis¢o, 
has been reelected president of 
the California State Brewers Insti- 
tute. William P. Baker of the 
Regal Amber Brewing Company; 
Eugene S. Selvage of the General 
Brewing Corporation, and Stewart 
McKee of Stewart McKee & Co. 
have been named vice-presidents, 
Joseph Goldie of the Raine 
Brewing Company, treasurer; an 
James G. Hamilton, secretary. 


Baltimore listened to the Mayor 
and 19 City Councilmen... and 
telephone-pledged that big sum! 
Stunt put on by W-I-T-H. This was 
in addition to the 30 day Bond 
promotion in which W-I-T-H gave 
away $6,000 in Bonds! 


BALTIMORE 


TOM TINSLEY, President 
Represented Nationally by HEADLEY-REED 
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Stop your advertising waste. Step 
ahead of competition ... Make 
extra jobs for them to come home 
to... All at no extra cost! 


Again research and science solve a problem for you. Show you how 
to tell why your advertisements succeed or fail. Now “Evaluation” 
gives you a quick, easy way to check your advertisements and get a 
sound notion of selling power ... before you spend your money. 


The Townsend Methods of Mass Persuasion and Advertising Evalu- 
ation—now yours at a price and on terms to suit your purse—are 
based on years of research which finally identified the 27 basic ele- 
ments that belong in your advertisements. The very ones which bring 
you more sales and profits . . . at no extra cost, and with equal cer- 
tainty doom your advertisements to failure when you violate or omit 
them. 


With “The Methods” at your fingertips, layout, illustration, head- 
lines and copy are created as usual—but more quickly. Then they are 
checked easily against 27 basic mass-selling principles. Defects due 
to oversight are corrected, headlines are scientifically keyed to main 
selling appeals, the number of outstanding successes is increased... 
and the duds are stopped cold. 


“The Methods”— introduced to meet depression after the last war— 
were promptly adopted by some of America’s leading advertisers— 
and I mean leading. Now seasoned and tested in creating more than 
152 million dollars worth of advertising in the past 8 years—Methods” 
are now available to you in such form, on such terms and at such a 
price that you easily add this powerful, sales-producing tool to your 
other equipment—thus you solve your mass selling problems scien- 
tifically—now. 


Previously taught personally, practiced as a secret method by the 
exclusive few and priced high—$10,000—$40,000—$60,000 and up to 
$92,000—“The 27 Principles” and the method for applying them are 
now in writing—clearly defined—self-teaching and priced so low that 
—on the basis of past performance—they return your investment sev- 
eral times over in the first year of use. 


And now, if you invest in or create $50,000 worth of advertising or 
more per year, you get the right to examine “The Methods” thoroughly 
before you buy. Naturally many are examining and buying. 


In the past 90 days contracts completed by those who “Examined 
before you buy”—cover 25 million dollars worth of advertising—plus. 


Your “Proof of the Pudding.” 


Do “The Methods” actually defeat depression? Can mass selling, 
scientifically created, actually do it? Answer: Yes! Here are case 
histories to prove it. There are many more showing how Evaluation 
pees nc | smart merchandisers lick the last depression. These 7 are 
Ypical: 


A leading N. Y. department store — sales up 18.4% — industry 
sales down. 


A leading household cleaning powder—sales up 35%—industry 
sales down. 


The 
Townsend Methods 


Mass Persuasion 
Advertising Evaluation 


A high-class furniture manufacturer—sales up 50%—industry sales 
down. 

A chain drug store (radio department)—sales up 312% —industry 
sales unobtainable. 


A popular snappy cheese—sales up 400% — industry sales unobtain- 
able. 


A citrus products company—sales up 65%—industry sales down. 
A household utilities company—sales up 14%—industry sales down. 


These extra sales—at no extra cost—meant more profits and many 
an extra job during the last depression when selling was tough, profits 
were low and jobs were scarce. During the next depression when you 
use “The Methods” you too get these same benefits—at no extra cost 


So— 


If you want to be ready—if you want to save time and energy, if 
you want to pick your main appeals to be featured, scientifically— 
and get attention, interest, desire, memory and action—consistently— 
if you want more outstanding successes and want to stop the “duds” 
cold and reduce advertising waste to a minimum— 


If you want to help make extra jobs for our sons, husbands and 
sweethearts to come home to. . . tear out and mail the coupon today. 
As the Post War Committee of the National Association of Manufac- 
turers puts it: “NOW is the time Marketing executives must accept 
the responsibility for aggressive training and studied preparation .. . 
volume of trade again will depend upon persuasiveness of salesman- 
ship ... the training and conditioning of the sales forces must not be 
deferred until the risk is again incurred of ‘too little, too late.’ ” 


Advertising is America’s greatest selling force. Scientifically cre- 
ated it does the job—meets and defeats depression. If you are not 
now equipped with “Evaluation” to stop waste and step up sales and 
profits ... at no extra cost, and want to see letters from leading ad- 
vertisers and agencies who are—tear out and mail the coupon today, 
examine “The Methods” and the evidence of powerful, sales-produc- 
ing help they give you and “See for yourself,” ... today. Send no 
money—there is no obligation—so please mail the coupon today. 


W. S. Townsend 
Box 31 
Panacea, Florida 


Mh 


ee : é 


I invest in—or create—$50,000 worth of advertising or more per year. 
I am definitely interested in getting the benefits you promise. Please 
send me copy of your Methods for Mass Persuasion and Advertising 
Evaluation for examination. Also send your proposal. I will examine 
The Methods promptly, thoroughly, and either sign and return the pro- 
posal to you or will return copy of “Methods.” 
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Plans Soybean Mill 


Spencer Kellogg & Sons, Buffalo, 
operator of a million - bushel 
elevator and soybean’ expeller 
plant for making soybean meal in 
Des Moines, Ia., will build a 
$900,000 soybean processing mill 
in that city, with construction ex- 
pected to begin in March. 


Heads NIAA Group 


R. Calvert Haws of the Western 
Precipitation Corporation, manu- 
facturer of equipment for recover- 
ing dusts and suspensions from 
industrial gases, has been elected 
president of the Los Angeles chap- 
ter of the National Industrial Ad- 
vertisers Association. 


ASK ANY BLAIR MAN OR US / 


CENTRAL OHIO'S ONLY CBS OUTLET 


Advertising Age, February 28, 1944 


Janesville First to 
Complete Postwar Survey 


There will be 8% more jobs 
available in Janesville, Wis., when 
war orders cease than during the 
present period of peak production, 
according to a survey just com- 
pleted by the Janesville Commit- 
tee for Economic Development. 
The national office of the CED 
says this is the first predominantly 
industrial city in the nation to 
complete a company-by-company 
estimate of its industrial and com- 
mercial employment after the war. 

With a population of 23,000, 
Janesville employed 6,208 persons 
in 1940, and 7,421 in late 1943. 
After the war the city’s employers 
have in mind 8,029 specific jobs 
to be offered to returning service 
men, demobilized war workers, 
and other residents. This is 332 
more than its prospective postwar 
labor supply of 7,707, indicated by 


» Who read 


RADIO-CRAFT 


this month? 
YESTERDAY they were the stu- 


dents, 
neers and technicians . . . TODAY 
they are the skilled engineers and 
officers of essential industry and 
the military who are doing their 
vital part in communications for 
the war effort of the United Na- 
tions .. . TOMORROW they’ll be 
the leaders and top ranking engi- 
neers who will direct the destinies 
of radio and electronics. 


47,000 men like these who know 
“the future belongs to those who 
prepare for it” 
CRAFT this month . . . and read it 
because they want to broaden their 
perspective on today’s wartime 
problems and developments that 
will inevitably shape their post- 
war futures. They are the Radio- 
Electronic Intelligentsia — who 
know all there is to know about the 
new, promising field of Electronics. 

47,000 men who now and in the 


post-war future will influence the 
use and purchase of your products! 


operators, “hams,” engi- 


read RADIO- 


RADIO-CRAFT 


25 WEST BROADWAY 


NEW YORK 7, N. Y. 


*Photographs used by court 
General Electric Co. and 
Corporation of America. 


Edited by RALPH O. 


McGRAW 


an independent check of antici- 
pated postwar job seekers. 

The Janesville figures have been 
carefully checked by a local com- 
mittee of business men and special- 
ists in employment studies to make 
sure that errors in forecasting 
have been eliminated as far as 
possible. The next step will be to 
survey prospective farm employ- 
ment and production in the neigh- 
borhood and to determine its bear- 
ing on employment prospects in 
the city. A further check will be 
made on postwar federal and local 
public works planned for the area 
to complete the over-all job sur- 
vey. 


* 


Over 77% of textile mill men 
look upon the maintenance of mu- 
tually satisfactory relations with 
labor as their greatest postwar 
problem, according to a Textile 
World survey reported in its Feb- 
ruary issue. Some 64% are con- 
cerned about the replacement of 
wornout and obsolete buildings, 
machines, and equipment, while 
62% list reducing costs of manu- 
facturing as the worst problem to 
be faced after the war. Other 
problems listed and the percent- 
age which considers them most 
serious include: reemploying re- 
turned service men, 58%; develop- 
ing new products, 55%; avoiding 
over-production, 43%; meeting 
burdensome taxation, 39%; meet- 
ing competition from other di- 
visions of the textile industry, 
32%; complying with government 
regulations, 32%; reconverting mill 
to civilian production, 27%; meet- 
ing problems of inflation, 25%; 
meeting foreign competition, 24%; 
building export markets, 21%; 
meeting competition from other 


industries, 17%; rebuilding sales 
organizations, 14%; and financing 
postwar operations, 11%. 

ok 


Too much current advertising is 
devoted to telling what the adver. 
tiser is doing for the war program, 
his resourcefulness in turning over 
to war production, and related war 
themes, in the opinion of W. B. 
Lawrence, director of the cost, ac- 
counting, and statistical depart- 
ment of American Photo-Engrav- 
ers Association, writing in the 
February issue of the “Photo-En- 
gravers Bulletin.” Instead of this 
kind of copy he feels that more 
should be done to remind people 
of the things they used to be able 
to get and will want again as soon 
as the war is over. “Instead of so 
much battle action in advertise- 
ments,” he asks, “might not these 
manufacturers be doing the best 
kind of postwar planning if they 
hammered away continuously on 
what they make in_ peacetime, 
and thus keep alive the flame of 
desire and demand for those prod- 
ucts?” 

ok 

What might happen to subcon- 
tractors after war orders are com- 
pleted may be indicated in the 
experienceof a pool of 125 subcon- 
tractors organized for war produc- 
tion by Bryant Heater Company, 
Cleveland. L. C. Bryant, presi- 
dent, revealed that the group has 
been approached by several large 
automobile manufacturers with a 
view to using their facilities after 
the war. Interest in this direction 
also has been shown by farm 
equipment and washing machine 
manufacturers. 


The Chamber of Commerce of 
Monroe, La., used a full page in 
local newspapers to promote a 
series of 12 postwar readjustment 
conferences. The subject of each 
conference was featured in a sep- 
arate box on the page and posed 
actual problems for consideration. 


Turning out Navy 
World’s Largest Navy Air Station is 
big business, with a $61,000,000 annual 
payroll (the Navy’s own figures). But 


OFFICIAL U. 8. NAVY PHOTOGRAPH 


Every Minutes 


ANOTHER NAVY PILOT WINS 
HIS WINGS AT CORPUS CHRIST! 


Twenty-four hours a day, 365 days 
a year, the Corpus Christi Naval Air 
Training Center is graduating Navy 
pilots at the rate of one every 40 min- 
utes. 


flyers at the 


it’s just one reason why Corpus Christi 
is again classed as one of America’s 
“A-1” cities, with fastest growth and 
brightest future. 


The Corpus Christi Caller-Times 


REPRESENTED BY TEXAS DAILY PRESS LEAGUE 
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LS Age, COTUCTY 
Typical was the one on naviga- 
tion: “We now have a 6-foot chan- 
nel on the Ouachita River. Do we 
want a 9-foot channel? Will im- 
proved facilities . . . be beneficial 
to our community after the war? 
Etc.” 

* 

A selected list of references to 
significant data on commercial re- 
search for postwar planning is fea- 
tured in the February issue of 
“Business Information Sources,” 
bulletin of the business informa- 
tion bureau of the Cleveland Pub- 
lic Library. 


Hale, Jenks Made 
Harvester V. P.’s 


T. B. Hale, formerly domestic 
sales manager for International 
Harvester Company, been 
named vice-president in charge of 
the company’s newly designated 
general line sales department, ex- 
clusive of motor trucks and indus- 
trial power equipment. F. W. 
Jenks, formerly manager of the 
credit and collection department, 
has been named vice-president 
of merchandising services, with 
supervision over the credit and 
collection and consumer relations 
departments. 

Four newly formed divisions 
and their general managers are: 
farm implement—R. P. Messenger, 
formerly assistant to the vice- 
president of engineering; indus- 
trial power—H. T. Reishus, for- 
merly in charge of industrial 
power equipment sales; fiber and 
twine—Neil Loynachan, formerly 
in charge of twine manufacture; 
and motor truck—organized sev- 
eral weeks ago, with P. V. Moulder 
at the head. A. J. Peterson, for- 
merly assistant manager of do- 
mestic sales, has been named man- 
ager of the general line sales 
department. 


Names Miss Kaufman 


Bertha Kaufman of the adver- 
tising department of the Daily 
News Record, New York, has been 
named advertising promotion man- 
ager of the newspaper. 


FOOD ADVERTISING 
OPPORTUNITY 


Large California food con- 
cern with wide distribution 
needs staff advertising man 
to direct national advertising 
and retail promotion on a 
number of established prod- 
ucts in the food field as well 
as new brands which may be 
introduced. Work will in- 
clude contacts with advertis- 
ing agency, field work with 
distributors, package devel- 
opment, and other phases of 
general advertising, promo- 
tion and planning. Experi- 
ence in food advertising de- 
sirable but not essential. 
Main interest is in getting a 
man who can develop an ad- 
vertising campaign and fol- 
low it through. Desired age, 
30-40. This is a permanent 
position with practically an 
unlimited future. Salary 
open. Members of this or- 
ganization and its advertis- 
ing agency know of this 
opening. Send details of ex- 
perience, including age, draft 
Status, education, and em- 
ployment record, and enclose 
recent photograph. Replies 
held in strict confidence, and, 
if desired, may be made 
through third party. 


Write to Box 4600, Advertis- 
ing Age, 100 E. Ohio Street, 
Chicago 11. 


Corning Starts 
Big Spring Drive 


for Pyrex Ware 


(Picture on Page 55) 

Corning, N. Y., Feb. 23.—Making 
extensive use of newspapers and 
magazines, Corning Glass Works 
has released schedules for its na- 
tional spring advertising campaign 
in behalf of Pyrex ovenware. 

Space orders have gone out to 
108 Sunday newspapers for one- 
third page space in four colors in 
comic supplements wherever such 
units can be purchased under pre- 
vailing conditions; otherwise, full 
pages in four colors will be em- 
ployed in tabloid-size newspapers. 
First insertions will appear Feb. 27. 


Magazine copy has already ap- 
peared in February issues of 
three of the 29 national magazines 
carrying the Pyrex drive, which 
opens in the others starting with 
March issues. Four-color two - 
thirds pages will be used in 14 
magazines while half pages in four 
colors will be employed in nine of 
the list. Full pages in four colors 
will be utilized in one magazine, 
with the remainder calling for 
one-eighth, half and two-thirds 
pages in black and white. 

Rounding out the publication 
advertising will be diversified 
dealer helps and a new consumer 
folder illustrating fast selling pop- 
ular ovenware items, the folder 
imprinted with the dealer’s name, 
address and telephone number. 
Individual dealer mats also are 
being offered. A _ three-dimen- 
sional window and counter display 


kit, designed to hold Pyrex ware 
dishes and tying in with the gov- 
ernment’s appeal to save food, is 
being sent to more than 22,000 
dealers. 


: same as last year. 
Batten, Barton, Durstine & Os- 


the publication changed to a 5-col- 
umn, 1,050-line page effective Jan. 
2. The Grit story section, 420 lines 
to the page, is approximately the 


born, Buffalo, is the agency. 


Opens N. Y. Offices 


Brown-Forman Distillers Cor- 
poration, Louisville, Ky., has 
opened eastern divisional sales 
offices in the Chrysler building, | : 
New York, with H. B. McKelvey, | = 
formerly central sales manager for | ; 
the company in Chicago, in charge. | § 


Page Size Changed 


January advertising linage for 
Grit, reported in the Feb. 21 Ap- 
VERTISING AGE from figures sup- 
plied by Publishers’ Information 
Bureau, should have shown that 


Fourth of a Series 


LETTER 


to the Advertisin g Agency that is discoverin g the 
great potential in Fashion and Fabric accounts 


ETERAN agency executives will tell you that 
V selling the Fashion and Fabric industry without 


using Women’s Wear Daily is like tailoring a suit 


from short lengths. You do not get the right cover- 


age. For Women’s Wear Daily is fashioned to re- 


tailer and manufacturer specifications . . 


- Cut to 


their likes and fitted to their needs. It is the only single 


publication that encompasses the entire market. 


It takes very little analyzing to see why Women’s 


Wear Daily is so vital to the advertising needs of 


Fashion and Fabrics. 


Every key store . . . every large Textile and Ap- 


parel manufacturer . . 


. consults Women’s Wear 


Daily for the complete news of Fashion and Fabric 


marketing. And practically every alert retailer in 


thousands of smaller stores looks to Women’s Wear 


Daily for happenings in the industry and for adver- 


tising of Fashion and Fabrics they can sell. This is 


the publication they rate highest and read first. It is 


the only one published exclusively for them. 
You will find Women’s Wear Daily the direct, 


effective way to reach and influence these vitally 


important people. In this authoritative voice of the 


industry alone, some agencies have built and main- 


tained leadership for veteran Fashion and Fabric 


accounts through the years. 


Reader interest in Women’s Wear Daily is un- 
disputed. Seventy per cent of all subscriptions are 


renewals. In the thirty to forty daily pages of news- 


packed columns and informative advertising are 
the complete facts and features that picture the day’s 


and season’s big events in Fashion and Fabrics 


throughout the nation. 


When you consider the pattern for now and post- 
war advertising, weigh this fact: NO SCHEDULE 
IN FASHION AND FABRICS IS EVER COM- 
PLETE WITHOUT ADEQUATE USE OF WO- 
MEN’S WEAR DAILY. Use commanding linage 
in the industry’s only daily to establish leadership 


for the names you want to make tops. 


The place of Women’s Wear Daily in the Fashion 
and Fabric industries—retail, manufacturing and 
wholesale—is undisputed. It is the constant aid 
to thousands of America’s most important retailers, 
manufacturers and wholesalers. News-wise and 
idea-wise, it is the voice of authority. Advertising- 
wise it is the voice of the industry . . . its only daily 


newspaper. 


Wear 


WOMEN'S WEAR DALY 


DAILY NEWS RECORD - 


THE RETAILER’S 


NATIONAL 


NEWSPAPER 


Fairchild Publications 


RETAILING HOME FURNISHINGS - 


MEN'S WEAR + CHICAGO APPAREL GAZETTE - 


FAIRCHILD'’S TRADE DIRECTORIES 
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Grace Line Backs 
Vast Postwar 
Merchant Marine 


New York, Feb. 24.—Tying in 
with objectives of the newly- 
formed National Federation of 
American Shipping, the Grace 
Line currently is stressing the im- 
portance of the wartime task of 
America’s steamship lines and 
their postwar position. 


insertion in 15 key cities as far 
west as Chicago, the Grace Line 
used 1,140-line copy to point out 
that the country’s 30,000,000-ton 
merchant fleet is doing the great- 
est job in history under the highly 
efficient management of American 
ship owners, operators and per- 
sonnel. The same ad, which is 
part of the company’s continuing 
campaign, will appear in four- 
color pages in its regular list of 
national magazines. 

Copy further emphasizes that 
(1) the U. S. has become a vul- 


great Navy and merchant marine 
supported by a great air force to 
guarantee future security; (2) 
America’s foreign trade can neyer 
grow normally without a_ large 
fleet of merchant ships under its 
own flag and manned by its own 
crews; (3) the merchant marine 
can become America’s number one 
industry and provide peacetime 
jobs for hundreds of thousands of 
young men. 

The National Federation of 
American Shipping, with head- 
quarters in Washington, is study- 


position of the nation’s merchant 
fleet and of developing coastal, 
intercoastal and foreign shipping 
through use of fast, modern ships. 
There is talk that the federation 
later may conduct an advertising 
campaign along lines similar to 
those of the railroads, air lines, 
motor truck and bus groups. 

Kelly, Nason, Inc., handles the 
Grace account. 


Gets N. E. Airlines 
Chambers & Wiswell, Boston, 
has been appointed by Northeast 


In its most recent newspaper 


nerable island nation requiring a 


ing the problem of postwar dis- 


Airlines, East Boston. 


THE BOTTLENECK WILL BE BROKEN 


On this you can depend. ..in spite of 
the wartime newsprint shortage we are 
keeping intact and strengthening the 
largest daily reader audience in the 
entire West! 


When Victory breaks the bottleneck, 
The Los Angeles Herald-Express will be, 


‘as it has been for years, the Number 


30140 


DAILY NET PAI 


REPRESENTED N 


One advertising buy in America’s third 
market...a market where for three 
decades population, production and 
payrolls have continued the swiftest and 
steadiest upward march ever recorded 


in industrial history. 


Here the biggest names in steel, 


magnesium, aluminum, rubber, oil, 
transportation and power are ready to 
keep wheels moving faster and faster 
in peacetime production such as air- 
craft, automobiles, tires, furniture, 
foods and the marvels developed in the 


test tubes of war. 


Talk with a Paul Block man _ about 
present advertising opportunities in Los 
Angeles that will pave the way for post- 
war potentialities which many predict 
will make this the nation’s First market 
within the lifetime of this generation. 


LOS “ANGELES 


HERALD-EXPRESS 


LARGEST CIRCULATION OF ANY DAILY NEWSPAPER IN THE WEST 


ATIONALLY BY PAUL 


BLOCK AND ASSOCIATES 


je, Feoruary 28, 


ODT Chief 
Trade Groups to 


Drop Conventions 


Washington, D. C., Feb. 
ODT Director Joseph B. Eastman 
issued a strongly worded appeal] 
today urging trade associations 
and other groups to renew their 
cooperation with the ODT pro. 
gram of suspending trade shows 
and conventions for the duration 
Pointing out that failure of some 
groups to cooperate was forcing 
others to withdraw their pledges 
from ODT, Mr. Eastman said that 
the shortage of travel facilities re. 
quired that all conventions be sus- 
pendid even when they may seem 
to be justified because they are 
closely related to the war effort 
Mr. Eastman said only conventions 
which will help shorten the war 
should be held. 
Admitting that ODT had no 
power to forbid the holding of 
conventions, Mr. Eastman said that 
cancellation must be a voluntary 
act on the part of those respon- 
sible for the organization’s affairs, 
“Many organizations have re- 
sponded patriotically and called off 
their scheduled meetings,” he said. 
“Many others have not. And 
largely because others have not 
cancelled their conventions, some 
organizations which originally 
gave us their cooperation have felt 
they could not continue to conform 
with our convention policy. 


Occupy Needed Space 


“When people in large numbers 
converge suddenly on our busy 
war centers they not only put an 
additional strain on our already 
overworked transportation facili- 
ties, but it is apparent to all who 
travel that they take up hotel 
space badly needed by military 
and other war business travelers 
and interfere in many other ways. 
“I must say emphatically that 
conventions and other group meet- 
ings interfere, and interfere seri- 
ously, with provision of adequate 
passenger service for movement of 
military and essential war busi- 
ness traffic. In this regard the dif- 
ference between a large and small 
convention is only one of degree. 
“Any convention which attracts 
attendents from other cities who 
travel by train or bus requires use 
of travel space that is now needed 
by members of the armed forces 
or by civilians traveling on war 
business.” 

Asserting that the months ahead 
will be very critical for transpor- 
tation, Mr. Eastman declared: “I 
therefore most earnestly urge the 
executives and members of all or- 
ganizations scheduling conven- 
tions, trade shows or other group 
meetings in 1944, to reconsider 
their plans, give careful thought to 
the strain which their meetings 
will impose on our heavily bur- 
dened transportation system, and 
make their decision on the basis 
of the complete picture. I must 
ask that meetings involving travel 
not be held unless the responsible 
officers concerned are thoroughly 
convinced that the meetings will 
help shorten the war.” 


CONSOLIDATED 


PRESS CLIPPING 
BUREAUS 


Established 1886 


Read all daily English news 
papers in the United States 
and thousands of weeklies. 


We Serve.... 


Advertising Agencies, Public 
Relations, National Consumer 
Advertisers, Industries, Banks, 
Railroads, etc. 


CONSOLIDATED PRESS CLIPPING 
431 So. Dearborn St., Chicago, !!!. 


KANSAS CITY @ MINNEAPOLIS @ NEW YORK CIT’ 
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George R. Euwema, for 14 years 
general manager of C. Wendel 
Muench & Co., Chicago agency, 
reported to Fort 
Sheridan, IIL, 
for duty Feb. 
11. Mr. Eu- 
wema, who is 
37 years old, re- 
ported there 
are enough ad- 
vertising men 
at Fort Sheri- 
dan to staff a 
medium - size 
agency. None 
will linger long 
at that post, 
however, as it is merely a recep- 
tion center. 

Judson A. Creasy, formerly in 
the advertising department of the 
Gazette, Schenectady, N. Y., is now 
an Army lieutenant on combat 
duty in Italy. He also participated 
in the Tunisian campaign. His 
wife, Dorothy A. Overbaugh, for- 
merly with the H. S. Barney de- 
partment store, is a lieutenant in 
the Wac and is stationed at San 
Antonio, Tex. 


Ka-Sol Opens Drive 


A campaign has been opened in 
Canadian dailies by Lowe Brothers 
Company, Toronto, in behalf of 
Ka-Sol, a new type of water paint 
in paste form. MacLaren Adver- 
tising Company, Toronto, is the 
agency. 


Launches ‘Plastics’ 


Plastics, a new monthly maga- 
zine designed to cover the plastics 
industry, will be introduced May 1 
by the Ziff-Davis Publishing Com- 
pany, Chicago. Advertising forms 
for the new publication will close 
April 1. 


G. R. Euwema 


Lyman Advanced 


William J. Lyman, with the 
advertising department of the Chi- 
cago Journal of Commerce for 
more than 10 years, has been 
named to succeed Thomas F. Mor- 
tell Jr. as eastern manager of the 
paper, 


Opens Ad Campaign 

Universal Microphone Company, 
Inglewood, Cal., has launched a 
campaign in 16 business papers, 
using full pages to tell the “His- 
tory of Communications.” Draw- 
ings by the Keith Thomas Studios, 
Los Angeles, depict the growth of 
communications from the time of 
the Greek and Phoenician runners. 
Ralph L. Power, Los Angeles, is 
the agency. 


Listen to 


Prosperous 
Farm and Factory Workers 


wot's “Directional Programming” has 
aa aimed exclusively at average people 

he past 23 years. As a result, factory 
and farm workers . . . the most pros- 
oe spending groups today . . . listen 
aithfully and respond to WDZ’s messages. 


or example, more than three thousand 
cash orde 


rs recently poured in from 78 


tve-minute programs. Other convincing 
amples will be sent on request. 
Many national advertisers use WDZ as a 


and control market because the audi- 
ce is typical for mass selling, and WDZ 
Produces sales results. Write... 


H. WILSON CO., Representatives 
ork Chicago San Franciseo Hollywood Seattle 


Gets Rainbow Account 


Rainbow Dye Company, New 
York, has placed its advertising 
account with Hirshon - Garfield, 
New York. Newspapers in large 
city markets will be used. 


Pushes Accessories 


Adding to its 1944 schedule, 
Canada Wire & Cable Company, 
Toronto, will advertise automotive 
accessories for the first time, using 
automotive publications. Alford R. 
Poyntz & Co., Toronto, is the 
agency. 


Christian Elected V.P. 


Frank S. Christian has been 
elected vice-president of H. B. 
Humphrey Company, Boston. Ste- 
phen O’Leary, for the past nine 
years with J. Walter Thompson 
Company, New York, has joined 
Humphrey as art director. 


Two Name Durstine 


Standard Aircraft Products, New 
York, and American Aviation Cor- 
poration, Jamestown, N. Y., have 
named Roy S. Durstine, Inc., to 
handle their advertising. 


Joins Erwin, Wasey 
Eldridge D. Hedges has joined 
Erwin, Wasey & Co., New York, 
as an art director specializing in 
the electronic field. He was for- 
merly with Morse International. 


Begins S. A. Drive 

Frederick Stearns & Co., Detroit, 
pharmaceuticals, has released the 
largest Latin American campaign 
in its history, using magazines, 
medical publications, newspapers 
and radio. Export Advertising 
Agency handles the account. 


C. E. Cooper Moves 


Charles E. Cooper, Inc., New 
York, has moved to new quarters 
at 136 E. 57th St. 


| OUT OF 
“VERY 10 


Dl) SELLING THEM EFFECTIVELY? 


You should have counsel 
on bow to reich the growing 
$7 Billion Negro Market. Consult~* 


DAVID J. SULLIVAN) 


Market Or 

AMERICANS 

iS Advertising + 
345 Fifth Avenue > New York, NAY! 


ple in the city today. 


\ 


A THE END of the Civil War, Memphis 
was filthy—and too broke to do much 
about it. Its sewage system leaked, its drink- 
ing water crawled with bacilli, its back alleys 
stank in the nostrils of all decent men. 
Yellow fever struck again and again. It 


Ww" ARE THE LEADERS of Memphis 
today? Who are the handful of in- 
fluential men who campaign for the Red 
Cross, crusade for civic causes, head the 
bond drives—help Memphis set ever- 
higher standards of health and progress? 

For an objective answer, TIME turned 
to Lake-Spiro-Shurman, Inc., top-flight 
Memphis advertising agency—asked 
them to name the most important peo- 


Lake-Spiro-Shurman, Inc., named 302 


by wagon, on foot... 


wiped out families, forced more than half the 
populace to flee in panic, by rail, by river, 


And then a group of Memphis’ first citi- 
zens (among them Dr. D. T. Porter, M. 
Gavin, John Overton, Elias Lowenstein, W. 


N. Brown) rallied around Col. J. M. Keat- 
ing, editor of the old Memphis Appeal— 


aroused public opinion and started Memphis 


What handful of citizens 
could mobilize Memphis today? 


\ 


First Citizens of Memphis. Under its 
own letterhead, L-S-S asked these top 
men to name the magazines they read 
regularly, to identify their first-choice 
and their second-choice magazines. 


Of the 204 who replied, 
1, 53.9% say they read TIME regularly! 


2. TIME is so much their favorite that 
they give TIME 23 times as many first- 
choice votes as any other magazine, no 
matter how large its circulation! 


As Memphis’ 


And group 


women listed 
other groups) 


on a program that has left the city free of 
plague ever since and set a pattern for simi- 
lar civic house cleanings the country over. 


leaders vote, so vote civic 


leaders everywhere, for surveys in other 
cities are showing similar results. 


after group of national 


leaders—corporation officers, members of 
Congress, college presidents, men and 


in Who’s Who (and 31 


vote TIME America’s most 


important magazine.* 


By their own say-so, the way to reach 
these essential top people is through the 
pages of TIME. 


*Ad-less Reader's Digest excluded. 


| 
| 
ons 
leir 
' 
that 
re- = 
sus- 
are 
fort, 
ions 
war 
-eded 
= 
war 
spor- 
j: 
ll or- | 
| 
isider 
| 
_ 
news- 
ies. \\ 
The way to reach top people everywhere ] | M EF a 
Banks, A 
a 
ast 
TUSCOLA, ILLINOIS meant 


s division of the Homosote Com-| part in behalf of Beaufort Miracle | Shoe Recorder, Creative Footwear 
Launches Ad Drive pany, Trenton, N. J., has launched|sole. Full page advertisements and Hide, Leather & Shoes. Dore- 
for Miracle Sole what is said to be the largest cam-| have been scheduled for 12 times| mus & Co., New York, directs the 


The industrial manufacturing paign ever sponsored for a shoe|in American Shoemaking, Boot & | account. 


“For Outstanding 


Production of 
War Materials” 


In Our 
Jersey City Plant 


m\\ARVEY CORPORATION 


PAPERBOARD 
SERVING AMERICA’S ADVERTISERS SINCE 1905 


Je, OTUaTY 5, 


Brakeblok Steps 


Up ‘44 Program 
as Dealer Aid 


Detroit, Feb. 22. — To increase 
its wartime aid to dealers, the 
Brakeblok division of American 
Brake Shoe Company will boost 
its advertising expenditures syb-. 
stantially this year, C. Q. Smith, 
sales manager of the replacement 
division, announced at a recent 
three-day national sales meeting 
here. 

Sales of both the original equip. 
ment and replacement divisions set 
an all-time high last year, he tolq 
the company’s salesmen, addj 
that at the rate motor vehicles are 
wearing out sales probably will be 
even higher this year. 

“With sales organizations de- 
pleted, with trained mechanics 
scarce, and with travel restricted, 
we feel that now more than ever 
we owe it to the dealer to carry 
out a strong program this year,” 
he said. “It is up to advertising to 
help offset the fewer sales calls 
that it is practical to make on the 
trade. Therefore, in addition to in- 
creasing our trade paper advertis- 
ing, we are adding substantially 
to our national magazine appropri- 
ation and supplementing both these 
efforts with continuous mailings to 
the trade.” 

Field stocks are being kept up 
so repair shops can be supplied 
quickly, he said, and the company 
has compiled a new technical book 
designed to help mechanics do 
good brake repair jobs. 

In current newspaper space, the 
company is telling potential cus- 
tomers about its centralized re- 
search group at Mahwah, N. J, 
including an engineering labora- 
tory, metallurgical laboratory and 
experimental foundry, all devoted 
to studying parts wear. American 
Brake, it reminds industry, is “a 
parts source that may help you 
meet postwar competition.” 


Overseas Agency 
Appoints Ruxton 


Chairman 


New York, Feb. 22.—William 
V. C. Ruxton, New York banker 
and former president of the Brit- 
ish-American Ambulance Corps, 
has been elected chairman of the 
board of the newly-formed Ameri- 
can Overseas Advertising Service, 
designed to facilitate handling of 
advertising and public relations in 
liberated and occupied countries 
and to supply American companies 
with information pertaining to 
those territories. 

Organized last August with a 
capital of $20,000, the company 
renders a special service to adver- 
tising agencies and their clients. 
The activities of American Over- 
seas Advertising Service now 
cover North Africa and will be 
extended to include other coun- 
tries as soon as they are fr 
from the enemy. 

President of the organization, 
located at 424 Madison Ave., 3 
Rudolf V. Hahn, former European 


CHICAGO DETROIT JERSEY CITY 


newspaper publisher and advertis- 
ing executive. 


The Schenectady Gazette asked its readers to contribute 
money to buy cigarettes for our armed forces. Readers re- 
sponded with a total of $5,914. Many soldiers have sent their 
thanks for these welcome "smokes" to the Gazette. Here is 
another instance of the Gazette's public-spirited policy of 
rendering service whenever possible. 


SCHENECTADY GAZETTE 


thats NEWSPAPER ADVERTISING REYNOLDS- FITZGERALD, INC., National Representatives 


_-~ “Thanks, Gazette Folks, 
For Those Cigarettes” 
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Hovey Forecasts 
New Cuts in Paper; 


WPB Says Not Now 


Washington, D. C., Feb. 23.— 
WPB officials admitted that fur- 
ther restrictions on the use of 
paper may be necessary this year, 
as the international pulp and 
paper committee filed its final re- 
port today pointing out that an 
11% gap still existed between 
probable demand and supply of 
pulpwood for 1944. 

Despite these gloomy predictions 
for the future, officials of the WPB 
printing and publishing division 
said that no additional restrictions 
on the use of book paper for 
magazines or of newsprint were 
under consideration at this time. 

New cuts were publicly forecast, 
however, by Rex W. Hovey, direc- 
tor of the paper division, who said 
that a number of civilian users 
may be affected. Mr. Hovey also 
said that prewar standards of 
quality and appearance for paper 
were “out” for the duration. 

In its report, the international 
committee, headed by Charles E. 
Adams, chairman of the board of 
the Air Reduction Sales Company, 
New York, said that recent meas- 
ures both in the United States and 
Canada had provided more man- 
power for the woods, so that the 
estimated pulpwood deficiency had 
decreased from 27% to 11%. 


U. S. to Use 87% 


Significant as these measures 
are,” the committee said, “they are 
not sufficient to bring the estimates 
of supply and requirements into 
balance. Either additional pulp- 
wood must be produced and that 
inevitably means more manpower 
must be provided, or the 1944 re- 
quirements for pulp, paper and 
paper products will not be met.” 

The committee pointed out that 
the United States would use 87% 
of the pulpwood, so “the greatest 
burden of tonnage curtailment to 
adjust these requirements to phys- 
ical supply must necessarily fall 
on United States schedules.” 

One encouraging note in the re- 
port was the qualification that the 
requirements schedule was for the 
first quarter only, projected to an 
annual rate. Since much of the 
pulp is closely bound to war pro- 
grams, the committee pointed out, 
changing demands could rapidly 
- reflected in quarterly produc- 
ion. 

Newsprint accounts for a fifth of 
the total combined requirements 
for pulpwood, the committee 
found. Shipping containers and 
materials for wrapping and pack- 
aging account for a large part of 
remaining demands. 

Despite war demands for pulp- 
wood, the committee found that 
requirements in 1944 would be 1,- 
198,000 cords below 1941 and 22,- 
000 cords below 1943. “This seems 
to accentuate the fact brought out 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
Plants by the thousands daily — 
®ach copy read by many, and 
Passed on from shift to shift — 
@ach copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 


JOURNAL-COURIER 
NEW HAVEN, CONN. 


in our preliminary report that the 
problem of woodpulp production 
is one of available manpower,” 
the committee said. 


Perez Joins Evans 


Luis B. Perez, formerly chan- 
cellor of the Spanish consulate 
under the Republic and since that 
time engaged in technical research 
in connection with sales promotion 
and merchandising in Spanish- 
speaking countries, has been 
named assistant to the export 
manager of Evans Associates, Chi- 
cago. 


Warner Advanced 
Lyman D. Warner, 


assistant 
sales manager of the Crocker- 
Wheeler division of the Joshua 
Hendy Iron Works, Ampere, N. J., 
since 1941, has been promoted to 
sales manager. 


Taylor Joins B-W 

Frank B. Taylor, formerly dis- 
trict editor of the Oil Weekly, 
Houston, Tex., has been named 
vice-president of the Brooks-Wil- 
son Advertising, Tulsa, Okla., 
agency. 


‘Star’ Boosts Rate 


The Washington Evening Star- 
Sunday Star has issued a new rate 
card, effective March 1, increasing 
its general display rate three cents 
to 38 cents per line flat. The new 
rate for those having contracts 
with the Star will become effec- 
tive May 1. 


Appoints Farson 
Robert Farson, formerly a rep- 
resentative for the Crowell Pub- 
lishing Company, has been named 
advertising representative of Avia- 
tion Maintenance in western New 
York, western Pennsylvania and 
Ohio, with headquarters in the 
Leader building, Cleveland. 


GIBBONS KNOWS CANADA 
IBBONS LTD. 
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Be Vocal About 
Politics, Castle 
Tells Admen 


Boston, Mass., Feb. 22. — Busi- 
ness men who are dissatisfied with 
governmental policies should get 
actively into politics if they expect 
to make any change in the situa- 
tion, declared Eugene W. Castle, 
president of Castle Films, Inc., 
New York, who spoke to the Bos- 


“Good Government Now.” 

“Most important of all,” he said, 
in summarizing various types of 
political activity, “you can greatly 
enlarge and spread your influence 
if you will take to the public plat- 
form before your local groups, 
business and fraternal clubs and 
religious organizations, freely to 
express your views whenever the 
opportunity presents itself. 

“You should be mindful of the 
fact that you have the oppor- 
tunity to appear before any organ- 
ization to which you belong, or to 
which you are invited, just as I 


am appearing before you today. 
If you will do some or all of these 
things diligently and continuously, 
you will render valuable and 
urgently needed aid toward obtain- 
ing good federal government in 
Washington.” 

Mr. Castle will address the Bal- 
timore Advertising Club March 8 
and the Columbus, O., Advertising 
Club March 31. 


KFJB Joins Mutual 


Station KFJB, Marshalltown, Ia., 
has become affiliated with the 
Mutual Broadcasting System. 


Postwar Model 
Toaster Is Ready 
Now, Savory Says 


Newark, N. J., Feb. 23.—Savory 
Equipment, Inc., is making its 
postwar model toaster right now— 
a model that is years ahead in its 
field—qualified civilian users are 
being told by the manufacturer. 

Illustrating one gas - operated 
model which turns out 540 to 720 
slices of toast per hour, the com- 


4 


ton Advertising Club last week on 


and 


If you are looking for the market 
where America’s active buyers are 
concentrated, take a look at the big 
outdoor field! 


Its size is enormous, as indicated 
by the 16 million fishing and hunt- 
ing licenses sold annually. Its quality 
is tops. Every single person who 
takes out a license to shoot or fish 
possesses the very qualifications that 
make him a desirable customer. He 
has the urge to be up and doing— 
and the ability (both mental and 
physical) to satisfy his urge. He has 
money—and the inclination to use 
it for things that make life interest- 
ing. He and his millions of fellow 
sportsmen consume products and 
buy services as only active people 
can. They make a mighty market! 


Field & Stream serves this market. 
Its audience is composed entirely of 


* World Record Muskalonge. See note 


below. 


so does this market 


active people—over 300,000 of them 
—who offer advertisers the cleanest 
circulation of bona-fide buyers im- 
agineable. Whether you sell guns or 
soap, rods or shirts, canoes or bev- 


erages, Field & Stream’s audience 
will give you action for your adver- 
tising dollars. 


FIELD & STREAM PUBLISHING CO. 
515 MADISON AVE., NEW YORK CITY 22 


* The biggest muskie ever taken on rod and 
line is the 62-1/2 pound champion pictured 
above. Caught by Percy Haver in 1940— and 
certified by Field & Stream and the American 
Museum of Natural History as the all-time 
record muskie catch. 
Through its famous Fishing Contest (of 33 
years standing) Field & Stream has become 
known as the custodian of world’s records in 
19 classes of game fish catches. 


The Field & Stream Perpetual Challenge 
Trophies are coveted awards among owners 
of gun dogs. 

In every department of fishing and huntin, 
activity, Field & Stream’s authority is firmly 
established. 


Among sportsmen’s magazines, Field & 
Stream has been the first selection of adver- 
tisers for 33 years straight. 


Stream 


POSTWAR MODEL NOW —is the t 


EQUIPMENT 
of TUS, 


story of Savory Equipment, which 

went 100% into war work without con. 

version, because the government needed 
these particular machines. 


pany is 


using full-page business 


paper space to explain why it is 
able to offer this and other models, 


including 


electric toasters, to 


civilian commercial food service 


operators 
“When 


we asked Uncle Sam how 


best we could serve, we were told 
to continue making our regular 


toasters . 


advertisement points out. 


.. but faster!” the current 
“So we 


went 100% into war work, but we 
did not have to convert. 

“The toasters we have been 
turning out for the Army, Navy, 
Marine Corps, Maritime Commis- 


sion, as 
civilian 


vital war supplies. 


well as for essential 
installations, have been 
And we have 


been constantly striving for per- 
fection—to be sure that each 
toaster shipped was as perfect as 
if the whole winning of the war 


was depe 


ndent on its sturdy, high- 


speed, uniform performance. Re- 


sult? 


Today’s Savory toasters are 


years ahead!” 
Toast is essential to the wartime 


economy, 


the manufacturer ex- 


plains, and many operators are 
eligible to buy Savory Toasters 


now. It 


urges them to consult 


dealers or to write direct to the 


company 


for details. 


Since many people in the in- 
dustrial equipment field seem to 


feel that 
back, wa 


purchasers are holding 
iting for postwar models, 


Savory is assuring its prospects 
that even after the war toasters 


probably 


will not undergo major 


changes—that they still won’t re- 
move the toast, cut off the crusts, 
put on butter and jam, and dunk it. 


Abbott 
York, is 


Kimball Company, New 
the agency. 


Manka to Gordon 


Vincent Manka, for the past 20 


years in 


charge of production and 


radio for Colgate-Palmolive-Peet, 
has resigned to head the adver- 
tising and publicity department of 


Claud S. 
cago. 


Gordon Company, Chi- 


Hagedorn to Swertfager 


Garrett W. Hagedorn has joined 
Walter M. Swertfager Company, 
New York agency, as controller. 
For the past 17 years he has been 
an advertising executive with 
Cities Service Company. 
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DEAR JOE. . . . 


BUSINESS CHART OF THE WEEK .. . . THE PAY-OFF . 


. . . OTHER FEATURES . 


Dear Joe: 


Each week G. I. Joe, former young 
adman, gets a letter from a promi- 
nent advertising man, discussing 
some basic situation or point of view 
that will be important for “Joe” to 
bear in mind when he returns to 
civilian life in the advertising busi- 
ness. 


Dear Joe: 

So you’re going into advertising when you get back! 
That’s fine—advertising can use men like you. 

Where do you start? Well, it might as well be with 
a definition—so you’ll know what you're getting into. 
What is advertising, anyway? 

Strange as it may seem, not many of the thousands 
of young people who get the idea 
that they want to go into advertising 
have very much of an idea as to what 
advertising is. 

The truth is, advertising isn’t really 
anything, all by itself. It’s a part of 
the sales process, only one of many 
parts. 

That may seem like word juggling, 
but it isn’t. It’s important, and you 
must have and keep it clearly in your 
mind if you’re to go places in adver- 
tising. 

For one thing, it will orient you in 
your work. You'll understand that you’re a part of the 
sales operation and not an independent operation on 
your own. Your concept of your job will be that you’re 
there to serve the sales manager—that the advertising 
you produce or direct is to help the salesmen sell, and 
that it won’t sell all by itself (unless, of course, you’re 
in a mail order house.) 

You won’t recommend advertising just to be adver- 
tising, without a clear understanding of exactly what 
the campaign is expected to do. You won’t write or 
approve copy that just rolls smoothly along the page 
or over the air and doesn’t make every word count 
somehow toward a sale. 

You’ll appreciate that in addition to its consumer 
value, advertising must have merchandising value. 
You'll realize the tremendous importance of serving it 
up in proper form for use by the sales department. 
You'll see that unless the advertising is made to help 
the salesman get the goods on the shelf, it may be that 
much wasted white space or good air. 

So you see, you’re not really going into advertising 

at all—you’re going into selling. Your tools will be 
different from those of the salesman, and they’ll be 
tricky and fascinating to use. But they’ll still be only 
tools with which to build sales. 
So keep that definition in mind, Joe—that advertis- 
ing is nothing but selling, and keep in mind too, that 
it should sell fair. If you’ll do that, and if all the others 
who are breaking in will do it too, then we'll pass out 
of an era in which advertising was too frequently gla- 
mored up to seem more than it really is. Advertising 
Stuck its neck out too often, Joe, and its neck was 
cracked by people who meant it no good. What these 
people were after was not advertising, but the system 
of which it is an integral part; and their tactics were to 
separate and destroy. 

One of the things you’re fighting for is free enterprise, 
and advertising is its life blood. Another thing you’re 
fighting for is the freedoms, and one of them is freedom 
of choice; and advertising helps Americans choose what 
they want to eat and wear and use. 

So advertising is pretty important, Joe, and it doesn’t 
need to be touted for anything it isn’t. You just under- 
Stand its place in the selling picture, and keep it there, 
and yourself along with it, and you'll do fine. 

Sincerely yours, 
STUART PEABODY, 
The Borden Company, New York 


Stuart Peabody 
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WALTER LOWEN, MAN-JOB CATALYST 


_ Never before in the field of advertising, particularly 
In the agency field, have opportunities for men of ex- 
Perience and talent—or for beginners—been so great, 
according to a man who ought to know—Walter Lowen, 
lead of the Walter Lowen placement agency for adver- 
tising people, which has specialized in fitting advertising 
and merchandising personnel into the right niches for 
the past 23 years. 
Many noted advertising men now heading their own 
agencies, and thousands of other high executives in the 
Usiness, have at one time or another confided their job 
ambitions to Walter Lowen, and progressed steadily up 
the ladder from the rung he placed them on. 
_n these 23 years, Mr. Lowen estimates he has inter- 
Viewed 200,000 applicants and placed 50,000 of them in 
Jobs, a few in positions paying as high as $50,000 a year. 
€ does not blink an eye when he gets a call for a copy- 


Writer at from $20,000 to $25,000 a year, and he has 


placed many people in positions paying from $5,000 to 
$20,000 annually. 

He handles the interviews for the higher paying 
places himself, devoting three days a week to this task, 
while a staff of assistants interviews those seeking jobs 
in the more modest brackets. His contacts with key 
agency executives are legion, and there is scarcely an 
organization in the field which does not have a Lowen 
alumnus in a high place. 

After watching for so long the procession of men into 
jobs, and observing their progress after they obtain 
them, Mr. Lowen has very definite ideas on how a man 
can best advance himself, provided he has aptitude, 
intelligence and a willingness to work hard. He says: 

“Every salaried man, if he is wise, every year or 
every other year, should test his market value, either 
through a friend, a blind ad, or a confidential employ- 
ment agency. 

“Mafhy men put too great an emphasis on security, 
and are reluctant to make a change, even when they 
know they are qualified for more responsible and bet- 
ter-paying jobs. They are afraid to take a chance. 
Many could advance far more rapidly if they could 
overcome their inertia and fear. 

“However, I do not advocate change just for the sake 
of change, or even for the sake of more money. 

“There are four questions a person should ask him- 
self when considering a change: 1. Will I be secure?; 
2. Will I be as happy or happier than I am at present?; 
3. Will I have more opportunity?; and 4. Will I make 
more money? 

“IT place the money consideration last because even 
a considerable increase in salary will not wholly com- 
pensate for the lack of one or all of the other considera- 
tions. However, a change in employment should defi- 
nitely bring more money as a recognition of the work- 
er’s development and experience.” 

Often called “a sales manager of human talent,” Mr. 
Lowen first worked as a cub reporter on a Brooklyn 
newspaper during summer vacations. He was gradu- 
ated from the Pulitzer School of 
Journalism at Columbia University 
just in time to enter the Army in the 
first world war. In a South Carolina 
camp he was assigned to personnel 
work and found he had a great apti- 
tude for it. 

After the war he entered advertis- 
ing as a copywriter with Calkins & 
Holden, later working for Ruthrauff 
& Ryan. Observing the high rate of 
turnover in the agency business, and 
recalling his personnel work in the 
Army, he decided to open a place- 
ment agency. However, at first he did not specialize in 
the agency field; this was a gradual development. 

Mr. Lowen is frequently called upon to address busi- 
ness and advertising organizations, high school and 
university classes, and others, on the qualities needed 
by those contemplating an advertising career. 

In 1941 in collaboration with the well-known woman 
copywriter, Lillian Eichler Watson, he wrote the book, 
“How to Get a Job and Win Success in Advertising,” 
which covers every conceivable angle from the polish 
on the shoes to the polish on the brain. 

The war has made two major changes in the per- 
sonnel situation in the agency field, Mr. Lowen says. 
It has caused almost all agencies to raise their sights 
on age, and to employ older personnel, and it has been 
responsible for the opening of more and more jobs, many 
of them important executive positions, to women. 
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“As a result of the personnel problem, the agencies 
themselves are going to great lengths to assure satis- 
faction to the new men they really want,” he said. “‘Take 
the case of a Four A agency whose production chief was 
about to be inducted. The agency not only promised to 
rehire him when he left the service, but permitted him 
to pick his successor and promised this man a check for 
six months’ salary whenever it became necessary to re- 
turn the position to its former holder.” 

In Mr. Lowen’s opinion, the end of the war will not 
necessarily mean that recent additions to agency staffs 
will be discharged. “Billings are very high now, but 
I expect them to go even higher after the war,” he 
says. “There will be tremendous competition, and huge 
appropriations will be made available to sell the post- 
war market.” 


Pay-Off 


NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


In this department, basic principles 
which have proved their value in 
mail order advertising —and which 
are equally important to the adver- 
tiser who does not seek direct in- 
quiries or orders— will be reviewed 
and discussed from week to week. 
Pertinent case histories, queries and 
comments from readers are invited. 
Whenever possible they will be 
answered here. 


BY THE MAIL ORDER MAN 


The great merchant Marshall Field is said to have 
sold cheaply property adjoining his store to a com- 
peting merchant because he wanted other department 
stores close to his. Five and ten cent stores tend to 
cluster together. Auto show rooms bunch on auto row. 
They figure that business will be better where traffic 
is most dense, particularly movement of people seek- 
ing stores and goods in their own line. 

Mail order advertisers follow that same principle. 
They find best results in crowded advertising media 


tasy war! 


1 this Handy ODS broke his fingers 
LEARN CODE Get this Hondy like Twiest 


Ohms Low Calculator! 


COMPLETE BASIC RADIO 
ELECTROWIC TRAINING 


Mail order advertisers love crowds. 


and particularly in media carrying plenty of mail order 
advertising. 

Popular Mechanics, for example, in its February 
issue of 248 pages had 102 pages of advertising. There 
were 194 mail order advertisers (not counting classi- 
fied users), several of them with two or more adver- 
tisements. Another general magazine of about the 
same date with more circulation and a rate consider- 
ably lower in proportion to circulation, carried only 
18 pages of advertising and only 9 mail order adver- 
tisers. In the former magazine, the advertising is 
crammed together and competing sharply for atten- 
tion; in the second, every ad has splendid visibility 
with all but one next to reading matter. On the face 
of it the second should be a better buy. 

As another illustration, the World Almanac carries 73 
crowded pages of advertising—on them 118 mail order 
advertisers, and 20 of these with more than one adver- 
tisement. Only four of these pages are next to reading 
matter and the other 69 are competing directly with 
each other. Readers have to hunt through these 
crowded pages to see any particular advertisement—it 
is a difficult instead of an easy task. But the adver- 
tisers go back time after time, so they must get results. 

Direct mail users like lists of names of people who 
have answered mail order ads or other circularizing 
offers or have bought articles by mail. Is this because 
readers get into the habit of reading certain advertising 
sections—are they attracted by bunches of advertise- 
ments more than by one or two ads? Or are mail order 
advertising readers different from others? Does this 
finding apply only to mail order advertising or does 
it apply also to general advertising? 

This experience—that mail order advertising suc- 
ceeds best in the company of lots of advertising—has 
been pretty well proved in publication advertising and 
in direct mail advertising. I haven’t enough cases to 
know whether it applies in radio or other media. Maybe 
some ADVERTISING AGE readers have the answer to that. 
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Wildroot Earmarks 


$1,000,000 for 
‘44 Advertising 


Buffalo, N. Y., Feb. 23.—Wild- 
root Company has earmarked 
$1,000,000 to be expended in major 
advertising media throughout 1944 
for its hair preparations, by far the 
greatest ad appropriation in the 


year’s ad expenditures by Wild- 
root is that of $210,000 in national 
magazines. 

Promoting its two types of hair 
dressings, regular formula Wild- 
root (alcoholic), and cream-oil 
formula (non-alcoholic), the com- 
pany has released schedules to 100 
daily and Sunday newspapers with 
a combined circulation of more 
than 26,000,000. The magazine list 
calls for insertions in Click, Col- 
lier’s, Esquire, Liberty, Life, Look, 


radio homes in the U. S., a total of 
86 radio stations will give substan- 
tial support to the publication 
advertising, with two stations in 
the Hawaiian Islands also on the 
list. Car cards in New York, Chi- 
cago, Detroit, Philadelphia and 
Cleveland round out the company’s 
extensive promotion. 

Wildroot is continuing its fa- 
miliar “fingernail test” theme, 
which was also used when it intro- 


magazines in October, 1942, (AA, 
Nov. 2, °42). 

Batten, Barton, Durstine & Os- 
born is the agency. 


Stevens to Scheibner 


Stuart Stevens, formerly sales 
promotion manager of Dazey 
Churn & Mfg. Company, St. Louis, 
and advertising director of Valier 
& Spies Milling Company, a divi- 


company’s history, a figure which | Newsweek and The Saturday Eve- 
dwarfs the $176,000 spent in 1942.| ning Post. 
Only figures 


i 


available on last} Reaching more than 90% of the 


sion of Flour Mills of America, has 


duced its new non-alcoholic hair} been named production manager 
preparation containing lanolin, via| of Hugo Scheibner, Inc., Los An- 
consumer copy in newspapers and| geles agency. 


MLLE's WARTIME PROGRAM 


1942 FEBRUARY (Coreer Issue): Dealers in Diet © Ladies of the Lab @ 
Women into Uniform © College at War. MARCH: Public Relations. APRIL: 
Careering Through the War © Newest Career (Ground-school Aviation). 
MAY: The WAACs © Nurse's Aide .MLLE's Wartime Career Chart. 
JUNE: Coreer Girl of the Month (Mechanical Engineering). JULY: Career 
Girl (Chemical Warfare). AUGUST: The Campus Under Fire MLLE’'s 
College Work Chart ®© Where Do We Go From Here? SEPTEMBER: 
Detroit's a Boom Town © White Caps (Nursing) © Career Girl (Nutrition) 
® | am a WAAC. OCTOBER (War Jobs): | am a WAAC @ This is a Work- 
ing Women's War (Article by Paul V. McNutt) © Total-War Jobs Chart @ 
Volunteer Wor Service Jobs. NOVEMBER: MLLE's Service Center (1 am 
a WAAC, | am a WAVE) ® Slogan: Buy Only if You Need It (first time) 
© Women, Wings and War © Career Girl (Sheet-metal Worker) @ College 
Gears for Wor ®© Medicine Women. DECEMBER: Service Center (1 am a 
WAAC, a WAVE, o Novy Nurse) © Write from the Heart @ New Eng- 
land is All Out © Give War Bonds and Stamps (legend on all gift pages). 
1943 JANUARY: Government Directive +1, Needed: Womanpower © 
MADEMOISELLE-Victory Award (#1! in a series of 12) © Conservation on 
the Home Front © College Wor Roster @ Service Center (1 am a WAAC, 
WAVE, Nurse's Aide, Block Leader). FEBRUARY: Service Center (1 am ca 
WAAC, WAVE, Red Cross Worker) © M-¥ Award © Government Directive 
#2, Munitions Girl © Dixie Colls the Roll. MARCH: Service Center (1 am 
a WAVE, o Desert Bot) © Army Nurses © Conservation © M-V Award ® 
Whot's New in Coreers © Government Directive #3, Personnelly Speaking. 
APRIL: Service Center (| am a WAAC, SPAR) © M-V Award © Government 
Directive 24, Farming © At Home on the Range. MAY (Necessary Jobs): 
Service Center (1 am a WAVE, Red Cross Worker, Marine) © Necessary 
Jobs Portfolio © Career Chart of Necessary Jobs © Career Clinic in 
Washington © M-V Award ® Down to Earth (U. S. Crop Corps) © Gov- 
ernment Directive 25, Physics-ly Fit. JUNE: Service Center (1 am a WAAC, 
War Worker, Child Core Aide) © Government Directive #6, Strength of 
@ Nation (Child Core) © M-V Award. JULY: Service Center (Letter from 
o WAAC Overseas) © Government Directive #7, Math Magicians @ M-V 
Award © Campus Nightingales (Nurses). AUGUST: Service Center (Ship- 
yord Assignment) © | Want to Go Overseas © Government Directive #8, 
Campus Composs for War Jobs © M-V Award © Conservation Corner 
(paper). SEPTEMBER: Service Center (Wor Bond Worker) © Marriages 
in Wartime © Government Directive #9, Passing the Beok (Librarians) © 
Women Wor Workers ©.M-V Award. OCTOBER: Service Center (Women's 
Division of R.C.A.F.) @© War Fund Appeal by Lieut. Comdr. Mildred 
McAfee © Government Directive #10, Skylines © Chart of Air Careers © 
M-V Award © Groundwork for Skylines (College Courses for Air Coreers). 
NOVEMBER: MLLE Wings to See WAVES © WAVES ot Work and Play @ 
Government Directive +11, Formula for o Future (Chemistry) © Service 
Center (Red Cross, English Front, Home Front, Father Duffy's Conteen) @ 
M-V Aword. DECEMBER: Service Center (Christmas for Women in Service) 
© Government Directive +12, The Gift of Healing (Occupational Therapy) 
© M-V Award. 1944 JANUARY: Service Center (SPARs) © Do o Job for 
the Army PX © Government Directive 313, Part-Time Work © Extra-time 
Work ot Colleges. FEBRUARY: Service Center (Women Marines) © Gov- 
ernment Directive +14, An Apple for the Teacher © It's o Gift (Teaching) 


*More than 2,000,000 readers of 
450,000 copies of MLLE each month 


Li 
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Fawcett Gives 
‘Life Story’ 


New Treatment 


New York, Feb. 23.—Quietly, 
sans fanfare and the usual pro- 
motional effort it normally puts 
behind its many magazines, Faw- 
cett Publications is building up 
Life Story as “the first new maga- 
zine for women.” Advertising is 
sold as a unit entirely separate 
from Fawcett Women’s Group 
(Motion Picture, Movie Story, 
True Confessions). 

Designed to be radically differ- 
ent from the run-of-the-mill wo- 
men’s magazines now in the field, 
five-year-old Life Story has been 
completely revamped editorially, 
Entertainment is the keynote of 
the new format. While not of the 
true-story type, articles by well- 
known writers will be based on 
themes featured as fiction, yet 
human enough to be real. 

The usual service features found 
in women’s magazines as regular 
departments are omitted from Life 
Story. Instead, such features will 
be given special treatment as full- 
length articles whenever substan- 
tial material of interest to women 
is available. Starting with the 
April issue, a 16-page four-color 
section will be inaugurated. 

Following several months spent 
in exploring the field through 
personal contact and direct mail, 
the future potentialities of the new 
Life Story as a strong competitor 
in the women’s magazine field will 
soon be hammered home to agen- 
cies and advertising managers 
in a big way. Plans call for a 
heavy newspaper advertising cam- 
paign appealing to women in 
about 50 cities across the country, 

According to Fawcett, the maga- 
zine will be carried as a separate 
entity from its women’s group, and 
in this connection it is planned to 
organize an advertising staff in the 
near future which will give sole 
attention to the publication. 

Life Story’s circulation is guar- 
anteed at 400,000, with actual cir- 
culation running about 500,000. 

In the Fawcett Men’s Group, 
the publisher has similarly put 
True magazine through a renova- 
tion process. With revised mate- 
rial and features, it also will be 
given extensive promotion in 
newspapers in approximately 50 
cities. 

Hill Advertising, New York, is 
the agency. 


Sweet's Names Two 


Arthur L. Rumry and Paul G. 
Cook have been named district 
managers of Sweet’s Catalog Serv- 
ice, division of F. W. Dodge Cor- 
poration, New York. Mr. Rumry 
was formerly a member of Sweet's 
Catalog design staff. Mr. Cook was 
formerly with the Union Bag & 
Paper Company, Chicago. Their 
headquarters will be in Chicago. 


Vio Bin Runs Test Copy 


A test campaign has been opened 
in Montreal dailies by Vio-Bin 
(Canada) Ltd., Montreal, in behalf 
of Vio Bin, medicinal wheat germ 
oil. This is the first time a medici- 
nal grade of wheat germ has been 
advertised in Canadian consumer 
media. If successful, advertising 
will be extended to daily news- 
papers in metropolitan centers 
across Canada. 


THIS WAR, TOO, MAY END 


You will have an immediate, 


ready-to-go market for your 
products if you get into the 
booming Diesel Industry NOW! 
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Greenlee Tool 
launches New 


Advertising Drive 


Rockford, Ill., Feb. 23.—Believ- 
ing that it may not be long before 
its distributors and dealers will 
again have a real merchandising 
job to do, Greenlee Tool Company 
has launched an advertising and 
merchandising program designed 
to meet new marketing conditions 
when the shift from war to peace 
production arrives. 

Preparing for highly competitive 
conditions it expects in the future, 
Greenlee has stepped up its adver- 
tising campaign and has developed 
new products, which are now 
being subjected to careful research. 
The entire line of Greenlee tools 
is being repackaged and new ad- 
yertising and merchandising dis- 
play ideas are being developed and 
tested along with new merchandis- 
ing plans and sales helps. 

Greenlee tools are distributed 
through hardware’ wholesalers, 
electrical distributors and mill 
supply houses, and the new Green- 
lee program puts first stress on 
increased cooperation with these 
outlets. Direct mail is used on a 
monthly schedule to inform dis- 
tributors of all phases of the new 
program and to give them full 
advantage of the various sales 
helps as they are prepared. 

Publications such as Carpenter, 
Popular Mechanics and Popular 
Science are being employed to 
reach users of hand woodworking 
tools. A formidable list of pub- 
lications is employed to reach 
users of the company’s special tools 
for contractor and industrial use, 
and the story of Greenlee products 
is being unfolded to the trade 
through campaigns in Hardware 
Age, Hardware World, Mill Sup- 
plies, Southern Hardware and 
Wholesaler’s Salesman. To add 
punch to the program, larger space 
units than formerly have been 
scheduled. 

“Right now our distributors and 
dealers, of course, can sell every- 
thing they can get,” said R. J. 
Samuelson, sales manager. “But 
it won’t be long before their busi- 
ness again will depend on the kind 
of merchandise they choose and 
the selling job they do. No one 
knows how fast the change will 
come, but it’s certain that it will 
come gradually and that it will 
catch many business men napping, 
lulled to sleep by artificial de- 
mand.” 

In launching its new program, 
Greenlee’s first move was to name 
Howard H. Monk & Associates, 
Rockford, as its agency. 


Renames Bannerman 


Glenn Bannerman, Toronto, has 
been renamed president and gen- 
eral manager of the Canadian 
Association of Broadcasters. Harry 
Sedgwick, Toronto, has been re- 
elected chairman, and G. R. A. 
Rice of Station CFRN, Edmonton, 
has been named vice-chairman. 


Whose trade mark is this? 


Ifyou’ll write Collins, Miller 
& Hutchings, Inc., Photo- 
*ngravers, 207 N. Michigan 
Ave., or phone FRAnklin 
5854, we will tell you. 


‘Meat’ Changes Size 


Effective with the March issue 
the trim size of Meat, Chicago, will 
be reduced to 8% x 11% inches. 
The type page size, 7 x 10 inches, 
will remain unchanged. 


Appoints Staake 

Paul C. Staake, formerly a part- 
ner in the Staake & Schoonmaker 
Company, Kalamazoo, Mich., has 
been named western sales repre- 
sentative for Bulkley, Dunton Pulp 
Company, New York, with head- 
quarters in Chicago. 


Appoints Conroy 

Thomas F. Conroy, Inc., San An- 
tonio, Tex., has been named to 
handle the account of Acme Wire 
& Iron Works, which is introducing 
a new terracing machine. Farm 
— and direct mail will be 
used. 


Resigns Account 


Wm. B. Remington, Inc., Spring- 
field, Mass., has resigned the 
account of Harrington & Richard- 
Arms Company, Worcester, 

ass. 


NAB District Elects Ryan 


William B. Ryan, general man- 
ager of Stations KFI-KECA, Los 
Angeles, has been elected director 
of the 16th district of the National 
Association of Broadcasters, suc- 
ceeding Calvin J. Smith, Station 
KFAC, Los Angeles. 


Gets Insulux Account 


Brooke, Smith, French & Dor- 
rance, Detroit, has been named to 
handle the account of Insulux 
products division of Owens-Illi- 
nois Glass Company, Toledo, O. 


Wilson to ‘Tribune’ 


Capt. Gill Robb Wilson, four- 
term president of the National 
Aeronautic Association, has re- 
signed to become aviation editor 
of the New York Herald Tribune. 


MULTIGRAPHING—FILLING-IN 
ADDRESSING — MIMEOGRAPHING 
THE LETTER SHOP, Inc. 


431 S. Dearborn St., Chicago Wab. 8655 
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Chicago: J. C. Billingslea Co. 
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Poultry and Eggs exceeds Two Bil- 


AMERICA’S LEADING POULTRY FARM MAGAZINE 
New York: Billingslea & Ficke 


420 Lexington Ave. 


lion Dollars a year. The raising of 
Poultry is the most mechanized of all 
types of farming. It is this 
$2,000,000,000 branch 

7 of farming that Poultry 


Tribune serves so well. 


In Poultry Tribune you get 
a full page per month 
for $1,350. That's all it 
costs you to use Poultry 
Tribune with 500,000 
A. B. C. Circulation. 
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Westinghouse Stations 
Release New Rate Cards 


Westinghouse radio stations 
KDKA, Pittsburgh, KYW, Phila- 
delphia, and WBZ, Boston, have 
issued new rate cards, effective 
March 15, including increases of 
rates for station breaks, announce- 
ments and cooperative programs. 

Base rates of KDKA and WBZ 
have been increased, as well as 
musical clock rates for KYW. Cur- 
rent advertisers are protected until 
March 14 at present rates. 


Hunt Joins CKWX 


John N. Hunt, formerly of Sta- 
tion CFAC, Calgary, Alta., has 
been named regional sales man- 
ager of Station CKWX, Vancou- 
ver, B. C. 


Ayer Promotes Two 

N. W. Ayer & Son, Philadelphia, 
has promoted Robert Collins to 
manager of the radio department, 
and Thomas McDermott to busi- 


ness Manager. 


SUPERFEINE 


SACRIFICING 
QUALITY 


ALBUMS 


Made for U. S: Army Air Force 
paper pa giant pho montages 0 s- 
plays, letters and other ‘evidence of WAR 
BOND drives, ete. 26x26 inches; heavy black 
leather grain cover, reinferced corners; 100 
black loose-leaf pages, cloth-hinged for ex- 


tra strength; 3 adjustable ledger-type 
A $50.00 Value $4 5-00 
While they last......... Each 

$5.00 
Same quality 954x10/2..... Each 

F. 0. B. New York 

3 EAST (4th ST.. NEW YORK CITY 
Remittance with Order assures prompt de- 


metal binding posts. Weight 25 Ibs. 

Junior Size Album, 
SAMUEL L. UNGER 

livery. Limited quantity on hand. 


U.S. Business Plans 
Broader Campaigns 


in Latin America 


Total U. S. Budget 
in S. A. Will Be 
About $14,000,000 


Washington, D. C., Feb. 23.— 
How American advertising in 
Latin American countries has 
helped avert a possible strategic 
and commercial crisis during the 
war was revealed this week in a 
report by the Office of the Coor- 
dinator of Inter-American Affairs. 

Recalling the problems that con- 
fronted American business in the 
fall of 1942, when Nelson Rocke- 
feller first announced the project 
to enlist cooperation of business 
men in maintaining advertising 
schedules in Latin America, the 


expenditure this year following 
last year’s improved showing de- 
spite adverse considerations. 

The response of American busi- 
ness to Mr. Rockefeller’s appeal to 
maintain advertising in Latin 
American media not only stimu- 
lated their use in 1943 but reversed 
a rapid decline. In addition, the 
Treasury Department’s assurance 
that export advertising would be 
a deductible item for tax purposes 
spurred American industry to 
cooperate with the project. Mr. 
Rockefeller had warned manufac- 
turers that they must not only 
protect trademarks and good will, 
but use advertising to explain 
shortages, the need for sacrifices, 
and to promote conservation 
among Latin American buyers. 


Sees 17% Gain 


Estimated expenditures which 
checked the downward trend in 
Latin American advertising were 
$11,700,000, according to the re- 
port, and on a similar basis, 1944 
expenditures are estimated to be 
approximately 17% higher, bring- 
ing the total U. S. expenditures in 
the other American republics to 
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Esquire’s Sports Stories by Big-Name Writers 


HERE ARE Just A Few of America’s big 
names who contribute their knowledge 
and experience to Esquire’s sports 
pages. Columnist and commentator, 
congressman and coach — they'll all 


THE LEADING GENERAL MAGAZINE ON SPORTS 


give you the lowdown on everything 
from trout fishing to baseball . . . box- 
ing to dog derbies. With such expert 
lineups in twelve Esquires a year, it’s 
no wonder that Esquire rates tops in 


sports reading. See the authoritative 
big-name sports articles in the current 
issue of Esquire . . 
nearest newsstand , . . TODAY. 


. on sale at your 
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expenditures will be 
about $16,000,000. 

In expressing their continueg 
support of the campaign, 56 of the 
102 leading manufacturers in the 
export field informed the Coop. 
dinator of their plans to maintain 
1944 advertising appropriations on 
the same basis as 1943. Moderate 
increases were reported by 17 
companies, and 25 companies, oy 
practically one in every foyr 
anticipated substantial expansion’ 

Rising interest in the future of 
Latin America has become evident 
by the increasing number of firms 
seeking information from the 
Office of the Coordinator, which 
through the cooperation of the 
Department of Commerce, has 
endeavored to meet the demand 
for commercial information and 
advice. However, to those cop. 
templating advertising campaigns 
at this time, the Coordinator cay. 
tions that war still influences and 
controls all normal commerciaj 
activities. 


Cost Plan Used 


A Latin American media cost 
plan which enables a manufac. 
turer to form a quick, rough estj- 
mate of the cost of an advertising 
program in Latin America to fit 
almost any budget, has been pro- 
duced and distributed through the 
cooperation of this office with the 
War Advertising Council, and has 
been placed for reference in all 
field offices of the Department of 
Commerce. 

Requests for the Latin American 
media plan are an excellent gauge 
of the widespread interest in the 
subject, the report continues, indi- 
cating potentialities that are stil] 
untouched. Among companies with 
export interests that have re- 
quested the plan are: aircraft, 
beverages, chemicals, department 
stores, electrical goods, firearms, 
lubricants, machinery, parachutes, 
pharmaceuticals, radios and razors. 

Another gauge of the rising tide 
of interest is the greatly increased 
activity of the more than 40 export 
journals published in the United 
States for circulation in Latin 
American countries. Despite paper 
shortages, these publications are 
credited with doing an excellent 
job that is bound to be expanded 
as wartime restrictions are light- 
ened. 

Commenting upon the un- 
availability of trade information 
through government sources, for 
reasons of security, the Office of 
the Coordinator pointed out that 
adequate information on media 
lists and specific costs is available 
through standard private refer- 
ence sources customarily used by 
advertisers in the United States. 
Leading publications of Latin 
American countries repre- 
sented in this country and may be 
contacted through the Association 
of International Publishers Rep- 
resentatives, New York, the report 
added. 


Mentions Secondary Media 


Another important problem that 
awaits a solution is how to meet 
the needs of secondary publica- 
tions, many of which are g 
papers with less circulation than 
the dominant journals, or are lead- 
ing papers in smaller cities. These 
might profitably be part of the 
considerations of any company 
planning to expand its business in 
Latin America, suggests the Coor- 
dinator. 

The favorable progress of the 


DON’T SEND FOR 
SAMPLES OF MY 
MONTHLY MESSAGES 
UNLESS... 


+ «+ you are seriously considering sending 
out some sort of monthly message. Unies 
you have a basic product or service that 
fill a real need in the postwar daze. Unies 
—you are prepared to accept messages ooting 
with a philosophy of friendliness . . - 
manly written to hit the heart . . . smilingly 
illustrated with “elementary art’! If this 
the manner of message that seems to measul® 
up to what you've been thinking about, then 
I'm going to be delighted in sending ¥% 
samples and details of costs. Walter Koch 
Three Barns, Stormville, N. Y. 
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war and the adjustments made 
yrough experience have eased 
many of the serious difficulties 
countered by the U. S. adver- 
ser in Latin American markets, 
put new difficulties will always 
arise and this export trade will 
never be an order-taker’s para- 
dise, the coordinator said, declar- 
ing that experience will always be 
at a premium, 

“We can only appreciate what 
Latin America means to us in a 
cnfraternity of nations when we 
realize the individual character- 
istics of the other American re- 
publics,” Mr. Nelson said. “They 
gre as proud of their independent 
national identities and traditions 
as the United States. Their pio- 
neer explorers and settlers came 
to the New World on the same 
wave that carried the pioneers and 
settlers to North America .. . it 
js natural for Latin Americans to 
consider the feasibility of large 
enterprises, rapid growth, enor- 
mous potentialities. As a result 
we think surprisingly alike and act 
alike in many ways.” 


Shulton to Back 
S. A. Distribution 
with Advertising 


New York, Feb. 24. — Shulton, 
Inc., has set aside an important re- 
serve for advertising in South 
American markets, Irma Ericsson, 
advertising manager, told ADVER- 
TISING AGE this week, at the same 
time announcing the appointment 
of Gotham Advertising Company 
to handle all advertising in Span- 
ish-speaking countries. 

The company is operating under 
the theory that extensive resources 
are needed to open South Ameri- 
can markets, and that advertising 
must blanket the countries chosen, 
according to Frederic I. Rowe, ex- 
port manager. He left recently on 
an extended trip through South 
American countries, principally 
Peru, Chile, Argentina and Brazil, 
where he will open new markets 
for Shulton’s line of toiletries and 
perfumes, and appoint representa- 
tives to handle distribution. 

This marks the second trip the 
export manager has undertaken 
since joining Shulton last summer. 
On his first trip he visited Mexico, 
Cuba, Colombia and Venezuela, ex- 
ploring these markets and laying 
the groundwork for distribution 
outlets. 

_The company is planning exten- 
sive merchandising of its wares in 
these countries where manufactur- 
ing facilities are available with 
assurance of maintaining quality 
of its products. Advertising is ex- 
pected to break in various media 
coincident with fall distribution 
looking ahead to the Christmas 
season. 

Wesley Associates, New York, 


handles domestic advertising for 
Shulton. 


Teaches Television 


Thomas H. Hutchinson of Ruth- 
tauff & Ryan, New York, is con- 
ducting a course in television pro- 
gramming at New York University 
every Thursday at 8 p. m. The 
course includes actual writing and 
lelevising of sports, news, drama, 
and musical programs, with em- 


phasis placed on television com- 
mercials. 


(0 BILLION AIR-PASSENGER MILES 
500,000 AIRSHIPS IN 1950! 


The 
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Quaker Oats to 
Launch $5,000 


Jingle Contest 


Chicago, Feb. 22.—A nationwide 
jingle contest with $5,000 in war 
stamps as prizes will be launched 
this week by Quaker Oats Com- 
pany in behalf of Puffed Wheat 
and Puffed Rice Sparkies. 

Starting Feb. 24 and continuing 
for three weeks, the promotion 
will be plugged over the com- 


Pirates,” broadcast from coast to 
coast Mondays through Fridays at 
6 p. m., EWT, over 174 Blue Net- 
work stations. In addition, start- 
ing Feb. 27, a total of 30 Sunday 
comics, including Puck—the Comic 
Weekly, will be used to announce 
the contest. 


Ties In with B-25’s 


The promotion is tied in with 
the North American Aviation Cor- 
poration, maker of the famous 
B-25 warplane, with readers urged 
to share in the 1,000 prizes each of 
$5 in war stamps by supplying the 


daring young pilot named Ray who 
was after Jap ships in a bay, said 
when I arrive, in my B-25.. .” 
In addition, every contestant will 
be awarded a 7 x 9 inch color pic- 
ture of the B-25 as well as a pair 
of embroidered wings made of 
khaki cloth. 

Quaker Oats is urging grocers 
to tie in with the contest in adver- 
tisements in Chain Store Age, 
Grocer’s Digest, Grocer Graphic, 
National Grocers Bulletin, Pro- 
gressive Grocer and Super Market 
Merchandising. Sherman & Mar- 
quette, Inc., Chicago, handles the 


Appoints Rex Ceder 


Rex Ceder, New York, has been 
named to handle the account of 
Maritime Activity Reports, New 
York. 


A DIRECT MAIL 
ADVERTISING SERVICE 


John a McElwain & Co. 


Phones Webster 2336-7 
607 S. DEARBORN ST. 


pany’s program, “Terry and the|best last lines to the jingle: “A 


account. 
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Timing Gets Hits for 
Ack-Ack Gunners 


The element of time is important in any successful 
phase of warfare. But in some combat operations 
success depends entirely upon the element of time. 
In anti-aircraft operations, where the target is mov- 
ing at terrific pace, placing explosive shells at the 
right place at the right time is what constitutes a hit. 


The time element is also most important in success- 
fully presenting the news when it happens and as it 
happens. For example: when it's 1] p.m. in Moscow, 
or 8 p.m. in London, it’s 12 noon in San Francisco. 
Another example closer to home: when the New 
York Stock Exchange closes in New York, it’s 12 
noon in San Francisco. This importance of timing 
in relation to news presentation in San Francisco is 
obvious and significant. This is the reason The Call- 
Bulletin can print the news in San Francisco TODAY 
— when news happens and as news happens. 


Today there is nothing more important to thinking San 
Franciscans than news—up-to-the-minute NEWS. 
That's why they prefer a news newspaper. The pop- 
ularity and prestige San Franciscans give The Call- 
Bulletin is proof of this preference. Advertisers show 
a high regard for these same San Franciscans by 
the advertising responsibility they place on The 
Call-Bulletin. 


Because of its vast news gathering facilities and the 
natural advantages of timing, The Call-Bulletin gets 
the news first and delivers it in San Francisco where 
the greatest Effective Buying Income is concen- 
trated. This is why its circulation is “tops” and why 
its advertisers get “sure hit” results. 


San Francisco 


CALL-BULLETIN 


REPRESENTED NATIONALLY BY PAUL BLOCK and ASSOCIATES 
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Quaker State 
Launches Huge 
1944 Ad Drive 


(Picture on Page 55) 

Oil City, Pa., Feb. 22.—Owners 
of the nation’s 25,000,000 motor 
cars and 5,000,000 trucks are urged 
to “lubricate wisely for victory— 
and thereby learn a vital lesson 
for peace,” in a new dramatic 


series of advertisements scheduled 
by Quaker State Oil Refining Cor- 
poration in leading publications 
this year. 

In a letter accompanying ad- 
vance proofs sent to its distribu- 
tors and salesmen, Quaker State 
points out that the campaign is “a 
program for now”... it will “as- 
sist in maintaining the name and 
fame of Quaker State products 
during the postwar era. Like all 
Quaker State wartime advertising, 
it is designed to assist you in 
maintaining your business during 


BURTON 
BROWNE 


petitor with better advertising”’ 
CHICAGO + DEL 3800 


the days of war and build good 
will for the days of peace to 
come.” 

Advertisements scheduled for 
six consumer publications — Col- 
lier’s, Fortune, Holland’s, Life, The 
Saturday Evening Post and Time— 
hammer home the vital necessity 
for maintaining cars in good con- 
dition, urging owners to “care for 
your car for your country—in the 
best way possible,” with Quaker 
State products. Each _ insertion 
carries the industry behest, “Oil is 
ammunition—use it wisely.” 

Copy slated to appear in 16 
trade publications, again stressing 
the need for conservation, affirms 
that “It’s oil that carries the load,” 


and points out how Quaker State 
oil is the ideal lubricant for peak- 
load performance. 

In a list of 34 farm journals, 
Quaker State tells the “soldier of 
the soil,” that even when victory 
is won, the people of this nation 
and those of war-ravaged coun- 
tries depend upon him to feed 
them and, consequently, his valu- 
able equipment must be protected. 


Mayer Heads National 
Public Relations Group 


Raymond C. Mayer, public rela- 
tions chairman of the National 
Noise Abatement Council, has been 
elected president of the National 
Association of Public Relations 
Counsel, Inc., New York, succeed- 
ing William H. Baldwin. 

Samuel D. Fuson, vice-president 
of Arthur Kudner, Inc., New York; 
Henry W. von Morpurgo, W. A. 
Bechtel Company, San Francisco, 
and Daniel C. McCarthy, Firestone 
Tire & Rubber Company, Akron, 
O., were named vice-presidents; 
A. Schaeffer Jr., American Society 
for the Control of Cancer, New 
York, secretary; and Paul Haase, 
Controllers Institute of America, 
New York, treasurer. 


FILE DATA 


In addition to all other 
reasons for using the 
Hartford Courant's Sun- 
day magazine, this me- 
dium has the lowest 
milline rate in the area: 
15¢ for 80,000. 


DUZ DOES its 1944 Harttord 
area newspaper advertising in 
the Courant’s Sunday magazine 
exclusively. The Courant is the 
paper that’s the proved payer. 
One reason for this is that the 


Courant covers more outlets. 


THE REASON more outlets are 
covered by the Courant is that its 
circulation corresponds to the 
area’s effective buying income 
(4 in city, 24 outside). And that’s 
one reason things advertised in 
the Courant are also SOLD. 


Austin E. Clarkson, sec’y-treas. of the Houston Post, who went 
to work for the paper as a $7-a-week clerk in the business office, 
was honored recently on his completion of 50 consecutive years’ 
service. . . 

A pair of gold leaves has been added to Daniel M. Lewis, formerly 
in the ad dept. of Cutler-Hammer, Milwaukee. Maj. Lewis, who 
joined the air forces in 1940, is serving as group intelligence officer 
at an American fighter station in England... 

Walter Zahrt, prom. mgr. of WOAI, San Antonio, is flashing an 
elegant waterproof, shockproof wrist watch these days—a gift from 
the San Antonio adclub in appreciation of his past year’s service 
as pres. .. James D. Hendryx, ad mgr. of Natl. Postal Meter Co, 
and Mrs. Ruby Rogers Ballenger were married at Christ Church, 
Rochester, N. Y., Feb. 20... 

Second Lieut. Donald K. Reynolds, son of Charles L. Reynolds, 
Chicago manager of Brown-Foreman Distillers Corp., who was 
wounded three times in the battle of Attu, has returned home. The 
23-year-old sol- 
dier was in the 
amphibious in- 
fantry, having 
enlisted in the 
Army four 
years ago. He 
expects to re- 
ceive a medical 
discharge. . . 

When he was 
working for a 
N. Y. agency, 
Ed Clark sang 
the praises of 
balmy Los An- 
geles, hoping 
for the day he 
could connect 
with a L. A. 
agency. He 
wound up in 
the BBDO fold, 
and perhaps the 
recent unprece- 
dented snowstorm brought on a case of Manhattan nostalgia. . . 
Turn about is fair enough. Margaret Gardner, who left Los An- 
geles recently to become trade news editor at MBS, says she just 
loves everything about New York... 

Avard Fuller, ad dir. of Fuller Brush Co., Hartford, Conn., was 
married to Vera Walker. .. W. A. P. John, pres. of MacManus, John 
& Adams, Detroit agency, has been named chairman of a special 
committee to direct a paper salvage drive... 

Formerly natl. ad mgr. of the Birmingham, Ala., News and Age- 
Herald, but now on duty in the Southwest Pacific, Frank Aycock 
has been promoted from lieutenant (jg) to lieutenant in the Navy... 

Frank Huntress, publisher of of the San Antonio Express and 
News, celebrated not only his birthday but his sixtieth anniversary 
with the newspapers on Feb. 24. He started as a boy selling the 
News on the streets of San Antonio, and his progress to publisher 
and owner makes a Horatio Alger story in real life. . . 

Direction of the skits for the 10th anniversary gridiron dinner of 
the Women’s Adclub of St. Louis will be handled by Gordon Carter, 
producer at KMOX. Bea Adams Mecchella, v.p. and copywriter of 
the Gardner agency, did the writing. . . Fred Fletcher, gen. mgr. 
of WRAL, MBS affiliate in Raleigh, N. C., has been given the 
annual civic key award by the city’s Junior Chamber of Commerce 
for the “most outstanding civic work” of 1943... 

There’s a wedding in the offing for Marie R. Boniello and James 
A. Clarke, v.p. of Calkins & Holden ad agency in New York. . . In 
Manhattan Margaret T. Whiteman, basement ad mgr. of L. Bam- 
berger & Co., Newark dept. store, and former copy chief at the 
Hub, Chicago, became the bride of John J. Fogarty Jr., USNR... 

The 25th anniv. of Fawcett Publications will be duly acknowl- 
edged on March 16 with a cocktail party and dinner at the Biltmore 
roof in New York. Eliott Odell, Roy Pollock, Allen Stearn, the 
Fawcett brothers and others will be on the receiving line to greet 
the numerous guests... 

At a dinner held at the Wardell Sheraton in Detroit, Feb. 1, 
Arthur Kiernan, pres. of Berry Bros. and pres. of the Detroit Paint, 
Varnish & Lacquer Assoc., introduced nine past presidents of the 
assoc. who were the guests of honor. Oldest in respect of term of 
office was E. R. Hoag, formerly with Ditzler Color Co., and now 
retired, who served in 1917-1918... 

It isn’t often that an editor gets a chance to tell his readers all 
about his new house, but Herb Kaeppel, executive editor of Brick 
& Clay Record, Chicago, manages it in his February issue. Since 
Herb had the foresight to build his new Barrington home of brick 
and to create an unusually attractive design, pictures and floor 
plans of the house made an exceptionally interesting editorial 
feature for his magazine. . . 

Leading industrial, publishing and civic leaders will turn out to 
morrow night to honor H. B. Snyder, publisher and editor of the 
Gary Post-Tribune, at a testimonial dinner tendered by the Gary, 
Ind., Chamber of Commerce. Mr. Snyder will be honored for his 
many civic accomplishments. . . 

R. E. Fisher, vice-pres. in charge of public relations and sales, Pa- 
cific Gas & Electric Company, San Francisco, has been named 
coastal area district chairman of the Committee for Economic De 
velopment. . . Carl J. Eastman, vice-pres. and manager of N. W: 
Ayer & Son’s San Francisco office, has been appointed to the 194 
domestic trade committee of the Chamber of Commerce. . . 

About the time this shows up in print, Robert S. Freeman, mé- 
of Erwin, Wasey & Co.’s London branch, who has been visiting the 
agency’s New York headquarters, will be on his way back to Eng 
land. And James F. O’Connor, asst. treasurer of the agency, Wi 
return this week from a 10-day stay in Orlando, Fla., where he has 
been visiting his parents... 


CONGRATULATIONS—George L. Kane, account exec- 
utive of Howard Monk & Associates, Rockford, Ill., con- 
gratulates Barbara Hale on her rise from model to co- 


star in Frank Sinatra's new picture. Miss Hale is holding 
an lig Electric & Ventilating Co. ad for which she posed. 
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Some time within the next three 
or four weeks Reynolds Metals 
Company is expected to approve 
an ad campaign which will run in 
advertising papers and _ business 
publications covering the drug, 
cosmetic, food and packaging 
fields, in which it will reveal 
highly important and significant 
developments in the application of 
aluminum foil to postwar packag- 
ing. With the use of foil re- 
stricted almost exclusively to mili- 
tary requirements, Reynolds has 
made astounding advances for this 
product via extensive laboratory 
research and divergent wartime 
application to a multitude of 
articles shipped to service men all 
over the world. Sample cartons of 
foil, laminated to cardboard, out- 
side and inside, employing Rey- 
nolds’ perfected process of color 
embossing and printing, have been 
submitted to and approved by 
many companies waiting for the 
lifting of restrictions on aluminum 
to get their orders in. 


If you still don’t believe that 
there’s a seller’s market in adver- 
tising, listen to this: 
An agency, queried by AA about 
anew campaign reported about to 
break in “Fortune,” begged that no 
news on the campaign be run. 
“We’re afraid that if you print the 
item, ‘Fortune’ might think we’re 
too cocky, and with space being as 
tight as it is, we don’t want to in- 
vite difficulties,’ quoth the agency 
spokesman. 
* 
The FCC may be asked soon to 
approve a license for a fourth 
MRochester, N. Y., radio station. 
Preliminary steps have already 
been taken, with the filing of a 
certificate of incorporation for the 
Rochester Broadcasting Company. 
Listed directors include Sol Heu- 
mann, clothing manufacturer; Carl 
S. Hallauer, of Bausch & Lomb 
Optical Company; and Louis A. 
Wehle, president, Genesee Brew- 
ing Company. 
ok ok 
The postwar farmer is going to 
do a lot more than grow raw 
materials if D. Howard Doane, 
head of the Doane Agricultural 
Service, St. Louis, is right. He 
foresees the future agrarian boost- 
ing his income by processing his 
products, including such methods 
as drying, compressing or freezing, 
thus saving on transportation and 
providing small industries in rural 
areas, 
Local advertisers who want to 
protect radio time they now have 
are being asked by one Cincinnati 
station to pay the full national 
advertising rate. All stations have 
teported a near sell-out of avail- 
able time. 
* * 
Everybody knows how impor- 
lant the business of buying, selling 
and reconditioning automobiles 
as become, but few are aware 
of similar developments in the 
Plano and trunk fields. With no 


hew pianos or trunks being made, 
Many dealers who might otherwise 
ave gone out of business are 
keeping going nicely with used 
‘quipment. Some piano dealers 
Sty that the demand is greater 
han the supply, with both buying 
and selling prices up. A used 
pieinway grand sells around 
P1,000, for example. 

In the trunk field one Chicago 
mepartment store has carried on a 
ontinuous campaign of buying old 
unks of all types and sizes, and 
48s found it impossible to keep up 
ith demand. Service men are 


DONT MUTILATE 
MAGAZINES 


en business papers and general 
sazines come into your orgoniza- 
Ont cut them up. Route them to 
5 ®partments and then use our 
ice to handle your clipping work. 
No, 20, “How Business Uses 

PPings” tells how we do it. 


ACON’ 
SCLIPPING BUREAU 


FARM GENERAL 
LASALLE ST., CHICAGO 1, ILL. 


the biggest buyers, but present 
high volume of traveling has em- 
phasized the depletion of the trunk 
market. Prices for used trunks 
are close to normal prices for new 
goods. 
* 

While some dealers have found 
it difficult to keep adequate stocks 
of Kleenex on hand, others have 
discovered that they can use Del- 


sey, the toilet tissue made from 
the same material, as a substitute. 
The cost to the consumer figures 
at about the same, and so every- 
body is happy. The only disad- 
vantage is that if Delsey is sold 
generally in place of Kleenex, the 
sales figures of International 
Cellucotton, which makes both 
products, may be slightly out of 
joint, 
* * 

The recrudescence of the Bank- 
head-Cannon bill providing for 
the expenditure by the Treasury 
of a maximum of $15,000,000 to 


advertise war bonds in newspapers 
in cities of 25,000 population and 
under, has led to renewed specu- 
lation as to just how the copy will 
be placed, if it becomes law, since 
the bill provides that no agency 
commission shall be paid. Prob- 
ably the most direct route to the 
more than 5,000 U. S. small dailies 
and weeklies is through News- 
paper Advertising Service, Inc., 
non-profit affiliate of the National 
Editorial Association. The catch, 
however, is that individual news- 
papers receiving new advertising 
orders through this service pay 


45 


8.3% commission. Unless the 
wording of the bill is changed, this 
fact would seem to bar NAS from 
handling the business. 

If the bill becomes law without 
further change, it is entirely pos- 
sible that the Treasury will have 
to set up its own organization to 
handle placement and bookkeeping 
details required for such a tremen- 
dous list of publications. The bill 
directs the Secretary of the Treas- 
ury “to purchase” space, which 
many feel, if strictly interpreted, 
will prevent him from delegating 
or transferring the task. 


oday’s new world is smaller, not 
just because planes fly faster, but because people 
know so much more about it... because so much sig- 
nificant information from all its warfronts and home- 
fronts is being placed in people’s hands every day. 


Where do people get most of their information 
about this challenging new world? Where are they 
learning the fascinating lessons of the new geog- 
raphy...and all that it means to them? Where are 
they getting the facts about what’s happening today 
in far-away as well as near-by places? 


Of all today’s informative forces, none gives as 
much information to as many people as the news- 
paper. Nowhere else are so many millions discov- 
ering so much about the world and the people who 
live in it...about what people are doing and think- 
ing, hoping and planning, in their own home town 


This advertisement, prepared by the Bureau of Advertising, A. N. P. A., is published by The Atlanta Journal in the interest of all newspapers 


and around the world. For today’s new world must 
be seen to be understood...seen in words and pic- 
tures and maps that bring it to life and make it real. 


That’s one reason why the demand for newspa- 
pers is at an all-time high today. That’s one reason 
why, as The Continuing Study of Newspaper Read- 
ing shows, people are reading their newspapers 
more thoroughly than ever before...the ads as well 
as the news, because today’s ads, too, contribute so 
much to the information people are seeking. 


People get most of their information from their 
newspapers. And the place where people get most of 
their information is naturally the best 
place to inform them of your products ® 
and services, your wartime activi- ; 
ties and your postwar plans. 
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Soup Mix Packers 
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Adverti 


be adjusted to relieve the soup| was coming to mean nothing more | who have changed over to glass - = 
mix industry. than a hunting license entitling a| because of other shortages. ; P ostal Rate H ike = 
‘Soup mix manufacturers were| producer to buy jars if he could| Meanwhile, the container di- 
Denied Use of placed in that uncomfortable posi- | find them, we had to cut down the| vision allotted a quota of 80% of uts Business, = | 
Gl tion by a change in glass container | number of authorized purchasers,” ge F ures P 3 
; limitation order L-103-B, the latest | an official said. Pets — 
ass ontainers revisions of which omit the quota Packers of soup mixes can use for wines and distilled beverages, g rove ze . 
Washington, D. C., Feb. 23.—|0f jars for dehydrated soups. fiber containers or cellophane bags| and, 100% of New York, 
Packers of soup mixes and de- The soups were omitted, officials| if they can find any, he said,| used in 1943, for malt beverages. |increase in postal rates being 
moor ear ill find th said, because the shortage of glass| Meanwhile, he promised, WPB ——_ discussed in Congress, and with 
ydrated soups wi n em-| jars has been so severe that manu-| will consider the protests sub- Joi ‘Skyw ’ indications that such increases 
selves virtually without a source |facturers have been unable to sup-| mitted by the industry, and restore ons ays have a better than average chang Barkley 
of containers after March 1, of-| ply the orders of essential food in-| a quota of jars just as soon as they} Winston H. Thornburg, formerly |of passage, unusual interest has Fuel te 
ficials of the WPB containers di-| qustries that are authorized to use| are available. Jar manufacturers|eastern advertising manager of|been generated in some of the} Wash 
vision admitted today, without} glass. are working at capacity, he said, in| Radio News, has joined the adver- concrete results of the postal rate n. A 
predicting when restrictions could| “Since a quota under the order | an effort to supply food processors tising staff of Skyways. increase of 1925, as revealed by § over the 
Gridley Adams, advertising map §f has 
me who at that time was executive § petweer 
secretary of the National Coungej] Congres 
of Business Mail Users. effort n 
To prove conclusively that ip. This 
creases in postal rates will not only J petweer 
be detrimental to business, but wil] J Jative b 
likewise result in lowered revenye ff ing of « 
and higher costs for the Post § mined r 
Office Department, Mr. Adams § stimulat 
cites figures for 1925 as compared § a poor € 
with 1934, which show a loss of § More 
6,375,000 pounds in mail handled § cost the 
during the second quarter, and a § Jars be« 
loss of $95,000 in receipts. ery, of 
First class mail was expected f cent, hz 
to show an increase of $12,500,000 §f anti-str: 
or 15.5% because of the increased § control 
rates, Mr. Adams says, but the §| portant 
actual figures for the quarter § plannin, 
showed a loss of 4.44% in revenue An e> 
and a drop of 5% in the number § jll-feeli 
of pieces mailed. sary co! 
Second class showed a gain of § Hancoc! 
36.5% in revenue and 36% in num- § George, 
ber of pieces mailed, and _ third J plannin 
class showed a gain of 36.2% in I stirred 
revenue (as against an estimated § that th 
110% increase), but a loss of 8% I the que 
in pieces mailed. On the other J nomic 
hand, fourth class mail, on which § be sett] 
the higher rates were expected to J or by 1 
produce a 179% increase, actually § of the 1 
dropped 4.62% in revenue and 36% Sen. 
in pieces mailed, while money §ment, a 
orders showed an increase of 15% f the pre 
in revenue, but a drop of 9.17% | without 
in the amount sent. Since h 
“That the public is not using § rolling 
the mails as formerly is proved by that the 
OF A NERN LISTENER the loss of 30% in the number of J predica’ 
tered mail,” Mr. ams report rmits 
at the time. “Also, where the ations 
government ‘expected’ a $3,583,000 and he 
) \ increase in money order fees, they | that sta 
now state the increase ‘may be} For t! 
roughly estimated at (only) $2, tors anc 
d h ? 250,000.’ Here is additional proof making 
an OW O yo u i | ] a e S O un that the public is not buying by {the exe 
e mail as formerly. Where the Post § they ou 
: Office hoped to get a 37% increase J in retu 
MUSIC: ad only a 15% increase, but the § frank] 
per capita buying income (Sales Management figures) amount of money sent by money their 
3 , \is 22.9% above the national average. orders shows a loss of 9.17%.” duratio. 
ANNOUNCER: SOUND: 
Your problem is to move Boece W 
good ENGLAND WOMEN SPENDING MONEY ong ANA 
ae a (One at a time, in succession, at announcer’s pauses) NAILING gric ture Committee aoe 
pain ae iis TRUCK . .. CARTONS BEING PLACED ON RETAIL SHELVES *THEME: ‘*More Results for Advertisers on NERN, the Network.” Harvester Company, has been ap — 
ANNOUNCER: pointed chairman of the Associ- om 
+++ not just out of your plant ... and across the country... tan Othe 
and to the retailers . . . and onto their shelves... but also. . NERN STATIONS members are: O. A. Brock, Key- bee t 
FF hee ee eee eee eee eee u son, u e a er orpora i 
CARTONS BEING MOVED OFF RETAILERS’ SHELVES Nate W. I. Nunn, Standard Oil Com- "snow 
aine pany (Indiana); D. H. Odell G& As a 
- . sumer hands. That is, you must crea te and ee ens Peabody, Borden Company; Gor- the job 
F activate consumer demand. In New England’s rich i pf rent 
compact market, you can do that t effectively th h Con is abou 
, at most e ively throug * . ‘ ompany; H. M. Railsback, 
NERN, which is seven dominant stations whose combined New England. & Co.; C. L. Reisner, DeLaval Se evil 
primary coverage areas include 96.6% of New England’s y ee arator Company; F. M. — Ww “ey 
radio homes but whose Class “A” h : WEED & COMPANY Swift & Co.; C. W. Stoup, Harry} ' are 
- Neither ss quarter-hour price New York, Boston, Chicago, Detroit, San Francisco, Ferguson, Inc.; and F. A. Wirt, J. Jf emp 
is only $600. By using NERN, you can make merchandise Hollywood Case Company. Abso 
take that last move quickly — to a people whose effective The committee was named } Ye aide 
create a better understanding bj factors, 
tween business and the farmer. 4§ gradua’ 
recent survey, “What the Farm@§to sch 
tions by Crossley, Inc., was a opport, 
‘NEW ENGLAND REGIONAL NETWORK remit ot work 
and Ad-Plan Company lJ 
Richard C. Mouk, formerly wit 
the sales department of the 
Network, has opened his own & FAC 
vertising agency at 655 Fifth AV@§ 
New York, under the name RIC" 's what 
ard C. Mouk & Co., and has als offer 
established a separate Here's 
under the name of the Ad-Pi# peillion 
ompany. 
The former will specialize Pi doubles 
specific ad problems of agence ® Poste, 
and clients concerning radio rf United | 
television. The latter will nue, Ne 
shows that will be offered yo 
clients of the parent company 4 Hacts a), 
to outside sponsors. or you, 


being 
| 
hee Barkley Resignation Adds 
ance 
t has § Fuel to Disunity Fire 
f the Washington, D. C., Feb. 23.— 
il rate} Sen. Alben Barkley’s explosion 
ed by ff over the President’s veto of the tax 
> Man § pill has climaxed an era of ill-will 
Cutive between the administration and 
ounci] § Congress which is doing the war 
effort no good. 
at in. This sword’s point relationship 
t only F between the executive and legis- 
ut will | Jative branches has created a feel- 
venue § ing of disunity which has under- 
Post # mined morale, and in addition, has 
Adams f stimulated complacency by setting 
pared a poor example of public service. 
Oss of More than that, it has already 
andled § cost the taxpayers billions of dol- 
and a § Jars because this political chican- 
ery, of which neither side is inno- 
pected # cent, hamstrings any effective 
900,000 § anti-strike policy, weakens price 
reased | control, and causes delays in im- 
ut the f portant programs for postwar 
juarter § planning. 
evenue An example of the effect of this 
umber § jll-feeling is the entirely unneces- 
sary controversy over the Baruch- 
gain of § Hancock report which Sen. Walter 
1num- § George, chairman of the postwar 
| third J planning and finance committee, 
.2% in | stirred up by declaring last week 
‘imated J that the report “sharply outlined 
of 8% | the question of whether the eco- 
» other § nomic destiny of the country is to 
which f be settled by executive directives 
cted to for by the elected representatives 
ictually § of the people.” 
nd 36% Sen. George made this state- 
money }ment, and had himself quoted in 
of 15% | the press throughout the country, 
- 9.17% | without even reading the report. 
Since he voiced these magnificent, 
t using J rolling phrases, he has discovered 
»ved by | that the Baruch-Hancock report is 
nber of J predicated on immediate executive 
’ regis- faction, to be supported as time 
eported | permits, by Congressional author- 
ere the § izations. The Senator’s face is red, 
583,000 f and he wishes he never had made 
es, they | that statement. 
may bef For that matter, too many sena- 
ly) $2, § tors and representatives have been 
al proof | making statements about OPA and 
ying by | the executive departments which 
the Post § they ought not to have made. And 
increase J in return, too many executive of- 
have fficers curse Congress, and quite 
but the J frankly wish it would appropriate 
; money f their funds and go home for the 
1%.” duration. 
* * 
A The Baruch-Hancock report is a 
magnificent document which 
ttee should be read by every public 
§ Pitited citizen. It provides a 
neon & roundup of almost all the prob- 
Associa- lems which the nation’s business 
rs’ Agti- men will face in the reconversion 
4. Other f°, And the immediate postwar 
“k. Key- period. No New Deal document, 
| breathes confidence that we can 
ion: “an adventure in prosperity” 
poration vithout th ici 
yi] Com- hout the government’s partici- 
ell. Gen- pation in business. 
~ Stuart} AS an indication of the size of 
ny; Got the job ahead, the report says that 
Durina producti f r good 
Purina production of war goods 
ic, Deere | 8 About $50,000,000,000. This gap 
sval Sep- § Must be filled in a large part by 
Simpson, § “lVilian production and services if 
p, Harry # We are to keep the needed volume 
Wirt, J. 1 employment. 

Absorption of service men will 
yamed to aided, the report says, by many 
iding be f factors. They will be demobilized 
yrmer. 4§ gradually, and many will go back 
e Farm@§to school. Many women and 
ie for theBolder workers will retire. Reduc- 
, public tion of the work week, and travel 
is a dire“ Opportunities will occupy others. 
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But Mr. Baruch and Mr. Han- 
tock want to make sure that the 


FACT ABOUT NEGROES 


. what ® great job their spending does 
fering opportunity to advertisers. 

@ 7-billion dollar market, yes 
Are you overlooking it? 
double. your competition is, too. That 
: the opportunity for you. So drop 
Untied or letter today to Interstate 
. Newspapers, Inc., 545 Fifth Ave- 
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ffered 10 Soe New York 17, New York and let us 
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YOu some startling, profit-revealing 
what the Negro Press can do 


By STANLEY E. COHEN, Washington Editor 


returning service man has a place 
in his home community. For that 
reason, creation of a director of 
retraining and reemployment has 
been suggested, a job which will 
be filled by Gen. Frank T. Hines, 


formerly director of the Veterans’ 
Administration. 

Some other problems handled in 
the report include contract termi- 
nation, plans for prompt relief of 
civilian goods shortages; creation 
of an “X-Day” reconversion plan 
to guard against a sudden ending 
of the war; advice on continued 
use of price, requisition and mate- 
rials controls during reconversion. 
The report offers no less than a 
dozen suggestions for Congres- 
sional cooperation. 


Vince Callahan, formerly direc- 


tor of press, radio and advertising 
for the Treasury, is currently in 
charge of a privately sponsored 
labor-management committee ex- 
position which will be held here 
next week. He will eventually 
open a public relations office here. 
* * 


The FCC reports that the 
nation’s 52 50,000-watt clear chan- 
nel broadcast stations reported net 
time sales of $49,793,000 for the 
year ending Dec. 31, 1943, com- 
pared with $42,029,000 for the 
same period of 1942, an increase 
of 18%. Only one of the stations 


showed a decrease, the others 
gaining from $30,000 to $540,000. 
* 


Housing in the postwar era will 
be primarily a job for private en- 
terprise, and responsibility for 
planning should rest with the com- 
munities themselves, says John B. 
Blanchard Jr., head of the Na- 
tional Housing Administration, 
the agency charged with disposal 
of surplus government housing 
under an executive order issued 
this week. The government, he 
says, can stimulate private invest- 
ment by doing the research busi- 


Lers not kid ourselves. Otherwise we 
might be left behind when V-day comes. , 


than ever before. 


Selling after the war is not going to be a 
cinch. When there are goods and services 
to sell again, they will have to be sold! 
Post-war competition will be keener; and 
every sales promotion and advertising dollar 


will have to do more work more effectively 


Take advertising literature, for example. 


Ordinary material will not command atten- 


tion or motivate response. But, by producing 
this literature in FULL Color, you will be 


able to hold interest, 


reflect quality, build 


prestige and good will, and increase desir- 


ability for your products or services. 
Colorful folders, booklets, broadsides, 


circulars and other advertising material can 


be produced at surprisingly low cost. In fact, 


under our exclusive FULL Color “Gang 


Run” Method, you can obtain sparkling 


FULL Color literature at a price compar- 


able with what you are asked to pay for 


only two colors. 
Now’s the time to 


investigate the extra 


advantages of FULL Color in meeting post- 


war selling problems. 


FREE! 


VALUABLE 28-PAGE BOOK 
Write today for your free copy of our book, 
“The Selling Power of FULL Color.” It de- 
scribes the extra advantages of FULL Color 
and tells how to get effective results at low 
cost. Packed with helpful information. Send 
your request to Dept. AA24. 


Producers of Fine FULL-Colored 


FOLDERS BOOKLETS * BROADSIDES 
CIRCULARS * PACKAGE INSERTS 
POSTERS STREAMERS DISPLAYS, etc. 


STECHER-TRAUNG LITHOGRAPH CORPORATION 


Rochester 7, New York 


(Offices in Principal Cities) 


San Francisco 11, California 


§ 
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ness men can’t do: accumulating 
information on population trends, 
housing methods, demobilization, 
and by unwinding controls over 
materials as rapidly as possible. 
He believes, however, that FHA 
mortgages will be used to reduce 
financing costs and enable private 
enterprise to meet demands for 
housing. 

Here are two views on the same 
report gn strikes: 

The “U. S. Chamber of Com- 
merce points out that there were 
3,750 strikes in 1943, 26% greater 
than 1942; that 1,900,000 workers, 
nearly double the previous year, 
were involved, and that these 


WANTATO PURCHASE 
@ PART INTEREST IN 


PHOTO-ENGRAVING PLANT 


IN CHICAGO 


Give full details as to price and equip- 
ment. Have substantial amount of work 
in Color and Black and White. Replies 
held in strict confidence. Box 4576, AD- 
VERTISING AGE, 100 E. Ohio St., Chi- 
cago (I!). 


all em- 


strikes affected 6.2% of 
ployed workers in 1943. Compari- 
sons, the Chamber said, show only 


two years in which there were 
more strikes than 1941 and 1943, 
these being 1937 and 1917. 

Man days lost in all industrial 
disputes in 1943, according to a 
WPB publication, totaled 13,500,- 
000 representing 14/100ths of 1% 
of the time worked. 


‘Mirror’ Names Budd 


F. G. Pearce, advertising direc- 
tor of the Mirror, Altoona, Pa., 
has announced appointment of the 
John Budd Company as national 
advertising representative, effec- 
tive March 1. 

The Mirror has operated without 
representation in the national field 
for 35 years. 


Jones Moves Office 


Spencer Jones, consulting engi- 
neer, has opened a new office at 
122 E. 42nd St., New York 17, 
where he will continue to provide 
counsel and copy in technical ad- 
vertising for manufacturers and 
agencies. 


Eddie Richer Takes 
Washington Post 


E. R. (Eddie) Richer has been 
granted a leave of absence as pro- 
motion manager of the Chicago 
Sun to accept a government war- 
time assignment with the Office of 
Services, Washington, 


Mr. Richer, a former president 
of the Chicago Federated Adver- 
tising Club, joined the Sun Sept. 1, 
1942, after serving six and a half 
years as vice-president in charge 
of advertising and promotion for 
Hart Schaffner & Marx. He as- 
sumed his new Washington duties 
last week. 


Berger Opens Office 


Alfred Paul Berger has resigned 
from Emil Mogul Company, New 
York, to open his own radio pro- 
duction office at 67 W. 44th St., 
New York. 


Names Mrs. Ashbaugh 


Carolyn Ashbaugh of KOMO- 
KJR, Seattle, has been named 
publicity director of the two sta- 
tions. 
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An Ace in the Hole for Postwar Houston 


@ In the making of an even 
greater America after the war, 
petroleum will play a most im- 
portant part. Therefore, Met- 
ropolitan Houston, the South’s 
biggest city (according to a 
compilation made by the J. 
Walter Thompson Company, 
of No. 2 War Ration Books) 
and command post for the gi- 
gantic petroleum industry, is 
preparing now to meet the de- 
mands for a victorious nation 


\ 


for refined products of “black 


gold,” which abounds in the 
many oil fields surrounding 


this metropolis. 


The producing and refining 
divisions of the oil industry are 


expanding and rebuilding to 
keep pace with the ever-in- 
creasing demand for aviation 
gasoline, synthetic rubber, and 
the revolutionary new products 
of petro-chemistry for which 
the world has a definite need. 
Extensive oil fields, huge re- 
fineries and giant new synthet- 
ic rubber plants assure Hous- 
ton of tremendous postwar ac- 
tivity in connection with the 
petroleum industry. 


The petroleum industry, 
however, is only one of the 


many important industries that 


make Houston the South's 
leading market. 


As Houston grows, so grows The Houston Chronicle . . . 
first in this market in circulation and advertising for over 


31 consecutive years. 


THE HOUSTON CHRONICLE 


R. W. McCARTHY 
National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 
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tatives Available,” 


cash with order. All 


The Advertising Market Place 


The rates for this department are as follows: “Help Wanted,” 
“Positions Wanted,” “Representatives Wanted,” and “Represen- 
30 cents a line, minimum charge $1. 
other classifications 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


Terms 


(single insertion 


HELP WANTED 


POSITIONS WANTED 


ARE YOU HAPPY 


on your job? By our Genetic Technical 

Analyses we determine Native Abilities 

and how they should be applied. Some 

of our clients may need you. 

Write or phone for our free booklet, 

“How to Match Men and Jobs." 
SALES OPPORTUNITIES 


PERSONNEL CONSULTANTS 


“‘matching men and jobs’ 
8 South Michigan Avenue, ANDover 3129 
CHICAGO 


(Solid firms seeking sound 
men only are _ solicited) 


Sales Promotion Man, Important 
network station which will add FM 
and Television services offers excel- 
lent opportunity for man with some 


advertising experience .. 
the better. But ideas and applied 
energy are most important. Good 
salary. Write in detail. 

Box 4571, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


. the more 


A well-established 10-year Southern 
ageney requires a good, well- 
rounded, draft-exempt, versatile 
copy and idea man, who knows how 
to write friendly, interesting con- 
sumer copy. Will also handle some 
production. This agency is going 
places—needs a key man in a key 
position. Excellent future. No post- 
war replacements. Write fully. Send 
samples. State age and salary ex- 
pected. 
Box 4598, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING COPYWRITER 
Real opportunity for young man or 
woman copywriter with some expe- 


rience to get in on ground floor of 
growing mid-west agency. Copy- 
writer with ambition will have 
every chance to become versatile 
under direction of seasoned copy 
chief, Accounts mainly industrial 
now but number of desirable ac- 
counts in other fields about ready 
to break. Community offers pleas- 


ant living conditions. Write letter 
giving experience, draft status and 
expected salary. Hold samples until 
requested. Our own staff knows of 
this advertisement. 

Box 4601, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


SALES EXECUTIVE for New York 
office, radio station representatives. 
$5200 to start. Good opportunity to 
build substantial situation for fu- 
ture. Our organization knows of 
this ad. Reply in confidence. 

Box 4608, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
SALESMAN. New York territory. 
Radio Station representatives. If you 
want to get out of time—peddler 
class and get situated leading to 
responsible position in growing or- 
ganization reply to 

Box 4609, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Artist! Experienced man or woman 
for agency art staff. Must be good 
at layout and design. Opportunity 
for advancement. Write, giving ex- 
perience, age, salary requirements, 
and enclose key samples. Mr. Huse- 
man, Henry J. Kaufman, Advertis- 
emer Building, Washington 5, 


Salesman—trade paper. Capable of 
handling a $100,000 territory. Per- 
manent. Good income, excellent fu- 
ture. Will only consider applica- 
tions from thoroughly experienced 
salesman who seek greater opportu- 
nities or from an advertising exec- 
utive who knows and has bought 
space in trade papers. Territory 
Detroit-Cincinnati-Buffalo triangle. 
Give full details. 

Box 4591, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Copywriter—man or woman—capa- 
ble of writing diversified copy in in- 
dustrial field. Some direct mail. 
Exceptional present and postwar fu- 
ture. Give all details including age 
and desired salary. 
Box 4592, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING, PUBLISHING 
SALES AND MERCHANDISING 
POSITIONS 
FRED MASTERSON 
SINCLAIR-MASTERSON 
PERSONNEL 
20 YRS. ADV. EXPERIENCE 


We are looking for a man or woman 
with at least four years’ experience 
in advertising—layout, copy, plan- 
ning—either with a small agency or 
manufacturer, and interested in 
helping promote our line of paints, 
finishes and related products to 
dealers, industrial users, etc. This 
is an exceptional opportunity with 
a growing firm for the long range 
future. Starting rate about $50 per 
week. If interested, please write in 
detail regarding background, includ- 
ing examples of work, and advise 
how soon available. STANDARD IN- 
DUSTRIAL PRODUCTS, Inc., Evans- 
ville 4, Indiana. 

George Williams 
COMMERCIAL PERSONNEL 
Advertising & Publishing Positions 
2009 8S. State St. Chicago, Til. 


Market Research Field Analyst 
Large company has opening with 
excellent postwar opportunities; re- 
quires 80 per cent travel; good sal- 
ary and travel expenses paid. Es- 
sential worker needs release. Sev- 
eral years experience required. Sub- 
mit resumé including draft status, 
age, education, experience, business 
references and salary requirements. 

Box 4606, ADVERTISING AGE 


I WILL TELL YOUR STORY 


in ADVERTISING that’s Strong— 
Original—Basically Right 
Copy and layout—production if yoy 


wish. Accustomed to meeting high 
professional standards on pharma. 
ceutical copy, cosmetics, food, ete. 


Chicago and out-of-town accounts, 
Monthly basis or—let’s talk it over, 
Box 4605, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Manager. Ten 


Woman Production 
years agency and printing experi. 
ence, desirous of connecting with 
well-organized advertising agency, 
Box 4604, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


If you head medium-sized agency 
and need all-around worker, ask 


your secretary to write number be. 
low. Experience: agency and ad de. 
partment of large manufacturer, 
Production, copy, sales promotion, 
Know type faces, art work and en- 
gravings and how to use these me- 


dia effectively and economically, 
Also have written much copy, gen- 
eral, industrial and radio, and pre- 
pared sales plans and dealer helps 
for large sales force Over draft 
age. Most valuable to you in pro- 
duction. 


Box 4607, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IL 
Writer—COPY, RADIO Space and/or 
script, served sweet and strong and 
piping hot. 3% years agency, adver- 
tising department and free lance ex- 
perience. 28 years old, married. 
Draft exempt. Now employed. 
Box 4603, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Executive Available 
Engineering graduate qualified 
through broad background and cred- 
itable record to assist in or assume 
responsibility for: 

Sales Planning and Direction 
Finance in all its Phases 
General Analysis Planning and 
Administration 
Box 4599, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL. 


Fast, experienced, free lance artist 
ean handle additional work either 
layout or finish. Paper novelties, di- 
rect mail, and die-cutting design a 
specialty. Reasonable. Chicago area. 
Box 4597, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, IIL. 


Situation Wanted: Past experience 
Sales Promotion and salesman—in- 
tangibles — Point-of-Sales Merchan- 
dising ideas and materials through 
National Advertisers and _ others. 
Good personal volume of_ business. 
Would make good pinch hitter and 
hard worker for interests of em- 
— Exceptional references. Age 


Box 4596, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il 


EDITORIAL BARGAIN 
Versatile writer, some editorial exp. 
& 10 yrs. in key jobs with industrial 
publisher, is postwar planning for 
himself. Wants edit. connection Chi- 
cago area with trade or general 
magazine that is going places. Now 
employed; 42; solvent; steady—but 
adaptable, aggressive. 

Box 4602, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Entrepreneurially Inclined 
Sales Promotion Man 
Twenty-three years of Advertising, 
Sales Promotion and Sales Manage- 
ment experience in Mail Order, Re 
tail, Wholesale and Industrial Mer- 
chandising qualifies this well-em- 
ployed man for a connection 
which he is a participating part of 
management. He is well-known if 

Chicago Advertising circles. 

He hopes to find a couple of con- 
genial men who have a good prod- 
uct or service and need an associate 


who is trained to plan and execute 
all phases of a profitable sales pre 
gram. 
Do you know of some business that 
should be told about him? 
Box 4595, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Advertising Salesman—Trade 
—8 years experience. Draft exempt 
College graduate. Interested in po* 
war book. 
Box 4594, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, 


ADVERTISING AND SALES 
EXECUTIVE 
Fifteen years outstanding selling 
record... products .. . newspapét 
space ... car cards, Five years . 
media buyer and agency contac’ 
man. Qualified to represent highee’ 
type publication. Conduct 
turer’s sales department or ™ 
buyer. 
Box 4572, ADVERTISING AGE ‘ 
330 W. 42nd St., New York 18. N.? 


Ace Advertising Woman: xp 
writer with well rounded copy © 


“Versatile 


and creative ideas, wants opportually 

in public relations or promotion. 
Box 4245, ADVERTISING AG 
100 E. Ohio St., Chicago 11, *”_ 


WOMAN COPYWRITER 

ACCOUNT EXECUTIVE 
35, persuasive with person and P 
desires position where fifteen 
exceptional experience at coP ca 
ing, publicity, newspaper WOF 
be advantageously employed. 
for samples. E 

Box 4593, ADVERTISING AG 


330 W. 42nd St., New York 18, N. Y. 


100 E. Ohio St., Chicago 11, Hh 
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Magazines Still 
Prime Ad Medium, 
Braucher Contends 


New York, Feb. 22.—Advertising 
representatives of magazines have 
no need to go on the defensive as 
far as radio competition is con- 
cerned, Frank Braucher, director 


drafting a resolution to be sent 
to magazine publishers regarding 
space rationing. “That’s okay,” 
Mr. Braucher said, “if only they’d 
take into consideration some of 
the questions and problems con- 
fronting magazine publishers.” 


Majority Use Magazines 


By use of charts, Mr. Braucher 
showed that virtually every major 
food advertiser in 1942 using 
either radio or newspapers, or 
both, also used magazines. Of 33 
large food advertisers spending 
$500,000 or more last year, 24 used 


radio; 31 used magazines and 33 
used newspapers, he _ indicated. 
They spent 43.1% of their appro- 
priations in radio, 30.1% in maga- 
zines and 26.8% in newspapers. 
But a more detailed analysis 
revealed by Mr. Braucher showed 
that during 1942, of 158 individual 
product campaigns by these major 
food advertisers, 131 used maga- 
zines and only 64 used radio, citing 
other figures to show that maga- 
zines were listed as the No. 1 
medium by large advertisers. 
Among 20 medium advertisers 
—those spending $250,000 to $500,- 


000 in 1942—magazine space was 
used by all, radio time by 5, and 
newspapers by 19. These 20 ad- 
vertisers spent 52.6% of their 
appropriations in magazines, 36.5% 
in newspapers, and 10.9% in radio. 

Paul Elrod of Parents Institute 
and president of the Magazine 
Representatives Club, said that if 
ever the critics of advertising were 
muzzled and hobbled, then it must 
surely have been when advertising 
rolled up its sleeves and got behind 
the war effort, organizing the War 
Advertising Council which cur- 
rently has 38 separate campaigns 


49 


in operation throughout the U. S. 

“Advertisers are interested and 
ready to talk and do something on 
almost every campaign relating to 
some phase of publicizing various 
government drives on the home 
front,” Mr. Elrod said, pointing out 
the Stetson “Keep it under your 
hat” theme which has dominated 
this company’s advertising, tying 
in with the drive against loose 
talk, as an ideal example of what 
an advertiser can do. 

“One rises in stature with an 
advertiser when he talks this kind 
of advertising,” Mr. Elrod said. 


of the Magazine Advertising Bu- 
reau of the Periodical Publishers 
Association, said yesterday in a 
talk before the New York State 
Magazine Representatives Club. _ 

Drawing a comparison between 
the various techniques employed 
in radio advertising and _ the 
advantages offered by magazines, 
he pointed out that while radio 
enjoyed its greatest dollar volume 
of revenue from advertising last 
year, magazines likewise kept 
pace, scoring new all-time highs. 

The ability of magazines to 
assimilate, edit and give perspec- 
tive to news of local, national and 
global aspect plays an important 
part in shaping the public opinion 
of millions of Americans, said Mr. 
Braucher, adding that opinionated 
editorials which attempt to mold 
the thinking processes of readers 
are nevertheless absent from nu- 
merous magazines. 

Answering proponents of radio 
and newspaper media who con- 
tinually laud the flexibility of their 
respective services in converting 
to war effort themes, Mr. Braucher 
stressed that while magazines are 
not a comparable news vehicle, it 
was a matter of only a short while 
after Pearl Harbor that they car- 
ried authentic, comprehensive and 
elaborate coverage on all phases of 
the war. 


A Qualitative Readership 


He emphasized that magazine 
men have one of the greatest and 
strongest selling points for their 
medium, that of a vast qualitative 
readership which digests the con- 
tents of the periodical it buys in 
leisurely fashion, absorbing to the 
full each page of print and giving 
the advertiser’s product or his 
message keen, critical, undivided 
attention. 

Getting off what he termed as 
“gripes,” Mr. Braucher scored the 
highly repetitious reports and 
claims of research organizations, 
taking issue with analyses of 
population figures which do not 
accurately account for population 
shifts and distribution under war- 
time exigencies, and which do not 
present a true picture of markets. 

Asserting that marketing re- 
search is growing by leaps and 
bounds, he emphasized that “we 
are approaching the day when you 
can take magazine circulation fig- 
ures and chart your markets.” 
With the full cooperation of all 
Magazine publishers, magazine 
Circulation figures can give a more 
accurate marketing picture than 
any other medium, said Mr. Brau- 
cher, adding that “we are almost 
approaching perfection now.” 

Another “gripe” which he felt 
deserved mention was that of ad- 
vertisers at a recent conference 


OPPORTUNITY 


Large American Corporation 
Wants Marketing Executive 
With Advertising Experience 


We are looking for an exceptional man 
Ween 35 and 45 (draft exempt), for 
0 unusually fine, permanent position in 
our Chicago marketing organization. 
, fis man must have had actual adver- 
and selling experience. He will 
Work with our agency and be responsible 
to our top executives for all advertising 
and merchandising. 

If you now earn at least $7,500 and are 
confident that you can justify a higher 
rm we will be glad to consider a con- 

ential record of your education and 
*xperience. Please send picture and 
*omplete data if you are interested and 

ve you can qualify. - 
is one of the finest opportunities 
company. We want a really expe- 
marketing man. 
Write Box 4610, ADVERTISING AGE, 100 


E. Ohio <; , Chicago 11 


in our 


She in China 


NOTE TO READERS: 

Chief reason for adopting Basic 
English (850 selected words) as 
a “second language” in foreign 
lands is to further understand- 
ing between nations. This ad- 
vertisement is written in Basic 


English. 


Certain good English words make up a 
common language in which there is a meet- 
ing of minds—in China and everywhere. 


Now the Yanks are in every part of the 
earth. By doing the kind, wise thing, Yanks 


are making friends by the thousands. Give 


those Yanks 


and the nations they are 


among this common language of words— 


RATION 


an international language—and they will 
make friends by the million. That is where 
Basic English will be a help—in a land like 
China whose relations with other nations 
are becoming more important day by day. 


War is the cause of tight conditions in the 
paper market. International Paper Com- 
pany gives ready help in making these 
serious conditions as smooth as possible. 


x BUY ANOTHER WAR BOND x 


Irtenational 


PAPER COMPANY 


220 E. 42nd ST., NEW YORK, N. Y. 


PAPERS FOR PRINTING AND CONVERTING 
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Canadians Urged 


fo Build Sales 
Training Programs 


Montreal, Feb. 25.— Urging the 
creation of more and sounder sales 
training programs, David R. Os- 
borne, training director of the 
Studebaker Corporation, today de- 
clared that selling the manpower 
released by peace on the future of 
salesmanship is one of the chief 
responsibilities of postwar man- 
agement. 

He spoke here at the one-day 
regional sales conference of the 
National Federation of Sales Ex- 
ecutives, arranged by the Adver- 
tising and Sales Executives Club 


of Montreal in cooperation with 
the Advertising and Sales Club of 
Toronto. Purpose of the con- 
ference was to provide Canadian 
business executives, particularly 
those engaged in sales or adver- 
tising, with first-hand information 
on subjects of vital importance in 
their search for better methods of 
merchandising goods after the 
war. “If business is really serious 
about this thing of ‘building to 
high levels of productive employ- 
ment,’” said Mr. Osborne, 
“shouldn’t top management see to 
it that it is part of our postwar 
plans to train salesmen to do their 
creative share toward keeping the 
competitive spirit alive, both in 
themselves and in the souls of 
their customers?” 


Urges Competitive Attitude 


Besides instilling in sales people 
a respect for “good form” and con- 
trol, as part of their conception of 


Covers BUYERS in Charge of Catholic Churches « 


Schools 


Institutions 


salesmanship as a life career, Mr. 
Osborne urged that “sales man- 
agement should think even more 
of consciously inducing and main- 
taining, through training, a com- 
petitive attitude among salesmen.” 
He decried the low rating of a 
sales career in student preference 
surveys, tracing it to a suspicion 
that all selling is “high pressure.” 


Disapprove ‘High Pressure’ 


“We sales supervisors know that 
‘high pressure’ is not a term of 
admiration or approval among 
sales executives,” he said. “We 
know that it is not considered 
smart for a salesman to wedge his 
toe into the crack when the house- 
wife opens the door. Apparently, 
however, many of the kind of men 
we are most anxious to secure for 
our sales forces don’t know these 
things; so that industry now has 
both a great opportunity and a 
great need to build greater respect 
for the vocation of selling — par- 
ticularly among the men who will 
be coming back from the wars, or 
leaving their jobs in war plants, 
or sprouting up from their ’teens, 
or graduating from our universi- 
ties.” He cited statistics to show 
that while almost half of the heads 


of large enterprises have come from 
production departments, only 17% 
have a sales background. Urging 
the need for better training pro- 
grams for salesmen, Mr. Osborne 
agreed that although numbers are 
on the side of production, “the 
production worker is trained, not 
only in methods and motions, but 
also in the kind of attitude and be- 
havior that are required for in- 
telligent control in business.” 


Booke to Join ‘MI’ 
As Marketing Editor 


Stephen B. Booke, formerly 
associate editor of ADVERTISING 
AcE, New York, will join Modern 
Industry as marketing editor, effec- 
tive March 1. In his new capacity, 
Mr. Booke will study and write on 
marketing trends and problems 
facing industry now and in the 
postwar period. Prior to his affili- 
ation with ADVERTISING AGE, Mr. 
Booke was on the editorial staff of 
the New York Daily News and 
was connected with John P. 
Mayers Company as a radio writer 
and producer. 

Ruth Fyne, formerly with Sales 
Management, has joined Modern 
Industry as assistant editor. 


OUT OF PLACE except behind the footlights, 
“contortionists” are being ousted rapidly from 
welding departments with MARS develop- 
ment of “low-temperature welding” alloys. In 
many instances producing joints as strong as 
conventional fusion welding, but at tempera- 
tures down in the brazing range, these weld- 
rod materials keep distortion and unwanted 


“tempering” to a minimum. 


Neiruer METAL PRODUCERS nor metal fabricators pri- 
marily—but a valuable combination of both, MARS (METALS 
and ALLOYS Readers) are the practical engineers and buying 
factors in all branches of the metal industries. In METALS 
and ALLOYS they see eye to eye on materials, processes, 
equipment...learn best here how all three can work together 
in solving today’s and tomorrow’s problems. Do these men 
know where you fit in on jobs like these?... 


TRANSITION from raw material to final form 
has become a matter of seconds and minutes 
in war production since metal stampings came 
to the fore. With the aid of MARS, once-idle 
peacetime presses now turn out shells, machine 
gun mounts, and other ordnance parts from 
sheet metal in a fraction of the time required 
in working castings and forgings. Less metal 
is used . . . machine too's freed. 


PRODUCERS 


' vs 


2 OUT OF 3 industrial plants are ready to meet tomorrow’s production and sales problems with 


post-war planning committees. And where future-minded metal producers and metal fabricators 


are concerned, an important part of this program is contact now with MARS. Look to these men 
to do the same outstanding job then as they are doing now. Keep MARS posted on what you 


have to offer! 


ABC 


VICTORY LADDER . . . Out of the quench tank 
into the draw furnace, and then on to final 
manufacturing operations, 2,640,000 machine 
gun links are carried up this conveyor every 
day in one plant alone! This is mass produc- 
tion as America knows it—and as the Axis is 
feeling it . . . thanks to MARS)’ assistance in 
designing and perfecting the necessary auto- 
matic equipment for every step. 


METALS 


ALLOYS 


of the Metal Industries 


ABP 


REINHOLD PUBLISHING CORPORATION 


330 W. 42nd Street, New York 
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C-46 Commando 
Promoted as 


Postwar Carrier 


Buffalo, N. Y., Feb. 23.—Promo- 
tion of its present C-46 Commando 
military transport as a postwar 
transport and cargo carrier has 


FRESH CAUGHT 
SEAFOOD 


| SERVED DAILY 


WILL APPEAR 1000 MILES FROM ANY OCtan 


been launched by the Curtiss- 
Wright Corporation, airplane di- 
vision, to stimulate interest on the 
part of shippers in the advantages 
of utilizing the air for high speed 
distribution of all types of mer- 
chandise. 

Initial advertisement of a series 
directed to shippers and appearing 
in American Exporter, D & W, 
Guia and Traffic World, extolls the 
advantage of air commerce in de- 
livering sea food to any dinner 
table in America within a rela- 
tively few hours from the time it 
is caught. Another unit in the 
series will cover such advantages 
of air cargo as its ability to pro- 
vide retail merchants with over- 
night delivery of goods, thus 
enabling them to carry lower in- 
ventories and operate with less 
invested capital. 

'A third will dramatize the high 
speed delivery of replacement 
parts in overcoming costly delays 
in production due to machine fail- 
ures. Still others will cover the 
cargo ships’ future contribution to 
the development of the world’s 
untapped resources, hidden in 
regions inaccessible to transporta- 
tion other than by air. 

The Curtiss Commando is also 
being given extensive promotion 
in full-color advertisements in a 
large list of domestic and foreign 
aviation publications. The com- 
pany points out that the Com- 
mando has a greater cubic capac- 
ity than a standard 36-foot freight 
car, that it can haul a nine-ton 
pay load at speeds exceeding three 
miles a minute, and that it has 
proved its ruggedness and relia- 
bility in every theater of war 
under the toughest possible flight 
conditions. 

Landsheft, Inc., Buffalo, directs 
the account. 


Scholl to Launch 
Biggest Drive 


for Foot Powder 


Chicago, Feb. 24.—Scholl Mfg. 
Company, maker of various foot 
appliances and remedies, will start 
a new advertising campaign next 
month for its foot powder, backed 
by the largest advertising budget 
yet set aside for this product. It 
will continue through 1944. 

Beginning with March issues, 
small copy will appear monthly in 
a list of 16 national magazines, 
with the newspaper drive getting 
under way March 1, when weekly 
28-line insertions will be carried 
in 100 newspapers in 50 cities. 
Scholl also uses extensive promo- 
tion in magazines, newspapers and 
spot radio for its other products, 
among which are Zino Pads an 
Foot Balm. 

Donahue & Coe, New York, § 
the agency. 


Wis Commence 


Reduces Trim Size 


Trim size of Railway Purchases 
& Stores, Chicago, has been Tre- 


duced from 9 x 12 inches to 8 x il 
inches, effective with its April 
issue. 


Ameri: 
the U. 
weeks 
the pa: 
The 
must | 
our bt 
ucts wv 
| 
ever, 

bonanz 
and ca 


cancel 
can't 


Pease ser 
Mher 


IRM 


TY 


itl 
| Pos 
| 
the co 
the P 
Ameri 
George 
dent a 
told N 
Indust 

; ae “Undor 

¥ Vf the ope 

ig 

"ZZ Ze “NY = tions, 
: fll det 
» Adv 
mont 
Paper 
twill 
h mont 
first + 
eee 
NATION 
120 


oN 
an 


irchases 
een re- 
o 8x il 


; April 


Advertising Age, February 28, 1944 


atin America 
Seen as Prime 
Postwar Markef 


New York, Feb. 22.—Deepening 
ties of hemisphere solidarity re- 
sulting from the war, coupled 
with the far-reaching effects of the 
U. S. good neighbor policy toward 
the countries to the south, make 
the postwar outlook for Latin 
American trade extremely bright. 
George Quisenberry, vice-presi- 
dent and editor of Business Pub- 
lishers International Corporation, 
tokd New York members of the 
Industrial Advertisers Association 
at a dinner meeting last night. 

In addition to the new bonds of 
political and economic friendship 
which have been forged, the air- 
plane has emerged as one of the 
prime factors promoting Latin 
American trade, bringing South 
American nations within hours of 
the U. S., instead of the days and 
weeks required to reach them in 
the past, he said. 

The export field, he asserted, 
must become an integral part of 
our business life for those prod- 
ucts which meet a need beyond 
U. S. borders. He warned, how- 
ever, that Latin America is no 
bonanza to be cracked overnight, 
and cautioned U. S. manufacturers 
from “rushing into export with 
both feet because it is the fashion- 
able thing to do,” citing the money 
that was wasted in seeking South 

American trade after the last war. 
{ “Export should be made to stand 

n its own two feet,” he said. 
“Undoubtedly the manufacturer 
starting in export should not ex- 
pect to make money from his new 
department for several years. 
Profits should be plowed back and 
the operation carried forward with 


COPY CUB 


Shows Big Improvement 


COPY CHIEF 


Never Short of New Ideas 


ACCT. EXECUTIVE 


Always Knows the Latest Trends 


es Advertising Trends 

@@@ bring to you each 
nth the digest of more than 5 mil- 

n dollars worth of Merchandising 

d Advertising ideas. Over 45— 
x17” pages reproducing more than 
ads edited into more than 150 
ifications a year. 


' serving a group of leading ad- 
sers and agencies in the ex- 
nge of tested and successful ideas. 
h issue gives you the latest in Ad- 
sing, Merchandising, New Prod- 
_ Institutional, Industrial, Public 

tions, Post War and Foreign Ads 
full detail as to copy, art and lay- 
. Advertising Trends is the result 
a monthly digest of over 200,000 
magazine and business 

.. + All this in our... 


“RISK TRIAL OFFER 


twill send you Advertising Trends 
h month with invoice attached. If 
first two issues do not convince 

- return the invoices and the 
charge of $8.50 per month will 


cancelled! You stand to gain... 
can't lose. 


SEND THE COUPON TODAY 


HE NATIONAL RESEARCH BUREA 
320 No. La Salle St.. —s 


Ph 
Sen) us “‘Advertising Trends,’ until 
notice, on your special trial offer. 


the expectation that in due time 
foreign sales will produce a sub- 
stantial profit.” 


Cheap Power Helps 


He listed a number of factors 
which will make Latin America a 
prime postwar market. One which 
looms large is the present avail- 
ability of cheap electric power in 
numerous new areas, creating a 
demand for all types of electric 
equipment and appliances. An- 
other is the “revolution” which 
has occurred in many Latin Amer- 


ican countries causing millions of 
people to desire a higher standard 
of living, including improvements 
in sanitation, hygiene, buildings, 
house furnishings and fittings, 
clothing, etc. 

Other factors include the rise of 
mechanical and service “know- 
how” in the various countries, 
assuring the servicing of business 
and home mechanical appliances; 
the network of good roads which 
has been built, particularly in 
Mexico, Peru, Argentina and Uru- 
guay, ending the isolation of great 


areas; and the rise of a new mid- 
dle class, not yet important politi- 
cally, but of great economic sig- 
nificance. 

Another highly important trade 
factor, Mr. Quisenberry said, will 
be the disappearance of German 
goods from the South American 
market. Before the war Germany 
did a big business in Latin America 
on a barter basis, which in effect 
was a government subsidy, pre- 
venting other nations from getting 
any share of the countries’ import 
trade. 


Opens Chicago Office 
The Essig Company, Los An- 
geles, which handles the Douglas 
Aircraft Company account, has 
secured space for a Chicago office 
at 333 N. Michigan Ave. Formal 
opening will be announced at a 
later date. Potential importance 
of Chicago as an international air 
center after the war has prompted 
the agency move. Essig directs 
the accounts of several other Pa- 
cific Coast enterprises in collateral 
fields of the aviation industry. 


SIZE IS BEST JUDGED BY COMPARISON 


That goes for beauty, forcefulness, ability, value —in fact, for almost any of 
the qualities you have and for most of the attributes the things you make pos- 
sess... . Doak’s Dandruff Destroyer may seem to be a knockout of an ad until 
you turn the pages to Silky-Sheen-Shampoo and find yourself speechless with 
professional admiration. Joe Bedoe’s service, speed, accuracy, craftsmanship 
and values may have been the last word in “this’n that” until Bill Better gave you 


all of them in greater and better quantity and quality. . . . News of experiences 


with that kind of comparison—maybe a better word is ‘contrast’’— travels 
around, which may be one of the reasons that the facilities of Rogers are being 


employed by fast-growing numbers of particular and hard-headed advertisers. 


ENGRAVING COMPANY 


2001 CALUMET AVENUE 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
Adolph F. Buechele, President 


Phone CAL 4137 
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Industry to Help 
Treasury in Sales 
of Surplus Goods 


(Continued from Page 1) 
during the period from now to the 
end of the war, and the second for 
the vast surpluses that will follow 
the end of the war. 

Noting that many men in indus- 
try and in business are alarmed 
that vast stores of surpluses will 
be left to “suffocate initiative of 
private industry,’ Mr. Sullivan 
said the surpluses could “be a 
great blessing to our nation.” 
Administered wisely and coura- 
geously, he said, they constitute 
established wealth that will con- 
trol run-away prices and curb in- 
flation. 

Opposing any notions of storing 


surpluses or destroying them, Mr. 
Sullivan said shortages are so 
great now that industry will have 
clear sailing once the surpluses are 
out of the way. 

He said the sales of surplus 
goods must be scheduled on a 
priority basis, so that we move 
those goods first which private 
industry can most quickly recon- 
vert to manufacture. A_ special 
committee would be established, 
he said, to make a _ continuous 
study of probable postwar sur- 
pluses, civilian shortages, and 
length of time it will take industry 
to reconvert to manufacture each 
particular type of commodity. 


Promises Protection 


The Treasury, Mr. Sullivan 
promised, will offer lots small 
enough so that the operator of 
moderate size will be able to buy in 
free competition with the largest 
concerns. In addition, he said, 
“we expect to protect established 
business houses from unfair com- 
petition from upstart concerns, 
and assure them legitimate profits 
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JOE HAS ALL PLANNED! 


OE DOAKES is home on fur- 

lough. He's telling Peggy how 
he is going to finance the new little 
home when they get married. That's 
a pretty hot subject for manufac- 
turers these days. Not only the 
house but what is going inside— 
things the baby will need!! Of 
course you could shoot this picture 
yourself for about $50 (providing 
you could get a model as pretty as 
“cover girl,’ Peggy Lloyd) but thru 
an E.C. membership it would only 
cost you around $1. And this is just 
one of 100 timely ideas you would 
receive each month for your $5 
monthly fee. A good photo is 90% 


of the stop value of any promotion. 
LIFE, with 22 million readers, has 
catapulted to success in a few short 
years because it is ALL-PHOTO. 
Why not make every one of your 
ads hit the bull’s eye by using top- 
notch EYE*CATCHERS? 


Clip this ad to your letterhead and 
we'll send you FREE, proofs and 
details of our unique $5-a-month 
plan which brings you the most ef- 
fective sales promotion photographs 
in the world. No obligations. Glossy 
Prints or mats for every line of busi- 
ness. 


EYE* CATCHERS, Inc. *° 


E. 38th St. 
N.Y. 16 


ACB Newspaper Research 


valuable service if you 


(or your competitors) sell through 


RETAIL STORES 


The Research Department of Advertising 
Checking Bureau can keep you up-to-date on 
dealer activities—tell you what dealers are ad- 
vertising—what they are pushing—brands they 
are advertising—prices, etc. Many leading mer- 
chandisers and advertising agencies have used 


this service for years 


with profitable results. 


It is used to advantage in post-war planning. 


ACB offers 12 Research Services. They cover 
a wide range of subjects. They may be ordered 
continuously or periodically — nationwide or 


for limited areas. 


SEND FOR CATALOG 


Tells details of each service— 
how to estimate cost--many 
unique applications of infor- 
mation secured —gives names 
of well-known users of ACB 
Research—-etc., etc. 


The 
ADVERTISING 


CHECKING BUREAU 
INC. 


New York (16), 79 Madison Avenue + Chicago (5), 538 S. Clark Street + San Francisco (5), 16 First Street 


in handling surplus merchandise, 
and good values in everything 
they buy.” 

The surplus administrator estab- 
lished by the President this week 
will preside over a policy-making 
body composed of representatives 
of 14 major government agencies 
interested in the disposal of prop- 
erty. in addition to supervising the 
activities of the agencies which 
will actually sell the property, he 
is expected to obtain knowledge of 
the probable inventories of sur- 
plus property, and to recommend 
to Congress legislation dealing with 
disposals. 

Actual sale of property, how- 
ever, will be through established 
agencies, with Treasury procure- 
ment handling consumer goods; a 
Subsidiary of the RFC, capital 
goods; Maritime Commission, ship- 
ping; War Food Administration, 
food; Federal Housing Adminis- 
tration, housing; and all property 
for disposal outside the United 
States, to the Foreign Economic 
Administration. 

The authors of the Baruch-Han- 
cock report made 10 suggestions 
for policies to govern sale of sur- 
plus property: 

1. Sell as much as can be sold 
as early as possible, without dis- 
rupting normal trade. 

2. Listen to pressure groups but 
act in the national interest. 

3. No sale, no rentals to specu- 
lators; none to promoters. 

4. Get fair market prices for the 
values, with proceeds used to 
reduce the national debt. 

5. Sell as in a goldfish bowl, 
_ records open to public inspec- 
ion. 

6. As far as practicable, use the 
same regular channels of trade 
that private business would in dis- 
posing of the particular com- 
modity. 

7. No government operation of 
surplus plants in competition with 
private industry. 

8. No monopoly; equal accesses 
to surpluses for all businesses; 
preference to local ownership but 
no subsidizing of one part of the 
country against another. 

9. Scrap what must be scrapped 
but no deliberate destruction of 
useful property. 

10. Before selling surplus equip- 
ment abroad, assure America’s 
own productive efficiency on which 
our high wages and high standard 
of living rest. 


Tentative Plans Revealed 


Complex problems that will be 
involved in disposal of surplus 
goods as they become available are 
pointed up in some of the tentative 
plans already offered by Clifton T. 
Mack, director of Treasury pro- 
curement, and formerly of the 
sales department of the American 
Woolen Company. 

As the Baruch-Hancock report 
stresses, many of these sales will 
take place while wartime price 
controls and distribution regula- 
tions remain in effect. In the case 
of most commodities, Treasury 
procurement will have to adjust 
its sales plans to the requirements 
programs drawn up by the Office 
of Civilian Requirements, ODT, or 
PAW. In all cases, OPA ceilings 
will be considered. 

Industry advisory committees 
are assured at least an indirect 
voice in sales policies, since all 
sales will conform with the plans 
of the Office of Civilian Require- 
ments. In the report, however, 
Mr. Baruch and Mr. Hancock 
urged that these committees be 
directly consulted, with large and 
small members of the industries 
participating. 

Examples of Treasury procure- 
ment thinking show that many of 
the programs contemplate resale 
to the original producers wher- 
ever possible, with wholesalers 
and jobbers also receiving special 
consideration. Procurement offi- 
cials will take precautions to ex- 
clude speculators from their oper- 
ations, consulting with local trade 
groups and trade associations and 
making frequent reviews of mail- 
ing lists to eliminate . doubtful 
parties. 

Sales will be by sealed bid or 
direct negotiations in most cases. 
The agency already has 11 field 
offices throughout the country, and 
many sub-offices to supervise the 
collections of surpluses and the 
arrangements for sales. 

Here are some of the tentative 
programs: 


Steel: Resell to persons who 


produced the material; persons 
who produced it in the form in 
which it was purchased by the 
present government holder; to re- 
processors or fabricators who 
make an end product similar to 
that for which it was purchased; 
to wholesalers including ware- 
houses, brokers and jobbers who 
can provide necessary WPB 
authorizations. 

Coal: Huge stockpiles, mostly 
bituminous, will be sold under 
regulations of the solid fuels ad- 
ministration to the commercial 
trade, with adequate consideration 
for the requirements of the Office 
of Civilian Requirements and the 
WPB public service division. 


Reprocessing Needed 


Petroleum: Large inventories 
of lubricating oils, greases, fuel 
oils and gasoline, some of it in 
specially marked and coded gov- 
ernment containers unsuitable for 
direct sale to consumers will be 
available. Much of this will have 
to be reprocessed for use in civilian 
equipment, but it can be sold 
under OPA and PAW regulations 
to the commercial trade again with 
consideration for programs of the 
Office of Civilian Requirements 
and the WPB public service divi- 
sion. 

Livestock: By auction, after 
appropriate advertising, and circu- 
larizing of dealers, breeders’ asso- 
ciations, farm bureaus, state agri- 
cultural colleges, packers, farmers, 
and riding academy owners. 
Shearlings: This material, used 
in the manufacture of garments, 
would be sold to the commercial 
trade with consideration for pro- 
gram requirements and WPB tex- 
tile and leather branch, at prices 
to be evaluated in keeping with 
OPA ceilings, and a particular 
effort to dispose of them to the 
original supplier. 

The exact nature of the surplus 
commodities that will be handled 
by the procurement division will 
depend in some part on the defi- 
nitions Mr. Clayton adopts of con- 
sumer versus capital goods. In all, 
however, some reports indicate 
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that the total may reach $50,009. 
000,000. 

The report urged that the gy 
plus property policy board, which 
will include representatives of gj 
the important war agencies, shoyjg 
plan for future surpluses by oy. 
ganizing the demand for eag 
surplus in advance, Particularly 
for foreign relief and rehabilita. 
tion; states, counties and munic. 
palities; educational and othe §. 
institutions; and other claimants ff! 

The board will also explore the 
possibilities of effective use of syy. 
pluses within the government ang 
for effective inventory controls, tp 
make sure that inventories 9 
hand are kept to a minimum, 

One of the chief purposes of the 
central policy board will be 
unify procedures to prevent hap. 
hazard competition between agep. 
cies in disposition. Under the 
arrangement, the Baruch-Hancocy 
report declared, buyers will not be 
able to beat down the govern. §j 
ment’s price by playing one agency 
off against another. 


Facts Open to Public 


The business of all disposal 
agencies should be conducted “ip 
a goldfish bowl” the report said, 
with the facts on all sales open 
to public inspection at the point of 
sale and each agency submitting 
reports, summarizing these sales 
regularly to Congress through the 
surplus administrator. 

The report also urged that a list 
of the most critical civilian items 
be drawn up and that the Army 
and Navy examine their inven- 
tories, stocks and stores of these 
items to see what can be safely 
released for the civilian economy 
without hurting the war. 

Adoption of Congressional dec- 
larations of policy to guide dis- 
posal of property was repeatedly 
recommended in the report. In 
appointing Mr. Clayton last Mon- 
day, War Mobilizer James Ff. 
Byrnes declared that he felt Con- 
gress should express its views 
where policies involving billions of 
dollars in property are under con- 
sideration. 
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PRINTING 


look to 


Now...more than ever... 


YOU should 


Fatthorn 


With the war making a big demand on per- 
sonnel, advertising agencies and advertisers 
must look to the best and simplest way to 
handle their production requirements. This 
can be accomplished through Faithorn 
COMPLETE SERVICE—Ad-setting, Engraving 
and Printing, with art work and layouts — 
all under ONE roof. Why send cuts to one 
concern, type to another, blocks away, and 
then give your printing to a firm even 
farther distant? You can cut costs, eliminate 
worry and save TIME, TROUBLE and MONEY by 
having Faithorn do the complete job. Only 
ONE contact and ONE order necessary. Let's 
get together. Write, or phone Wabash 7820. 


ENGRAVING .- 


Faithorn Corporation 


AD-SETTING - 
504 Sherman Street +» Phone Wabash 7820 + Chicago, Illinois 
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Fllis Elected 
New President 
of Kudner Agency 


(Continued from Page 1) 
tion includes also 61 others, now 
in the military service, who will 
be welcomed back when they can 
return. 

“Art Kudner’s death is a loss to 
a great many people. Certainly, 
we who have worked so closely 
with him for so many years know 
how great a personality is gone. 

“Perhaps his greatest pride was 
in the capacity of his associates 


-Iwho shared the direction of the 


pusiness for so many years. 

“No organization changes be- 
yond those previously planned are 
immediately contemplated.” 


Saw War Action 


Born in Rensselaer, Ind., May 
23, 1893, Mr. Ellis attended the 
University of Virginia, later trans- 
ferring to the University of Chi- 


cago where he was graduated in 


1917. He served in the tank corps 
with the AEF in World War I. 
The sudden death of Mr. Kud- 
ner in Los Angeles last week 
shocked the advertising world. 
An outdoor man who loved horse- 
back riding and hunting, and a 
man of temperate habits, Mr. Kud- 
ner appeared to be in the best of 
health when he last submitted to 
a physical check-up in December. 
He had a slight heart condition, 
which was not considered serious, 
but his physician had advised him 
0 avoid too strenuous exercise. 
Stricken with pneumonia while 
on a business trip to Los Angeles, 
Mr. Kudner was ill but ten days 
before his death. On Thursday, 
Feb. 17, he had passed the pneu- 
monia crisis and his chances for 
recovery were considered good. 
Although in an extremely weak- 
ened condition, he called his of- 


fice that day and told his associ- 
ates he was feeling better. He 
succumbed the next day, weak- 
ened by the pneumonia battle. 


Copy Writing Paramount 


Although he was broadly 
experienced in all phases of adver- 
tising agency practice, his consum- 
ing interest was always copy writ- 
ing. He recognized that research, 
service, media selection and other 
activities were of basic importance, 
but held that it is the copy the 
public reads or hears that actually 
sells the goods, and paid particu- 
lar attention to this part of the 
business. 

He naturally had strong views 
on the function of advertising as 
an adjunct of business, and 
frequently expressed them in 
speeches, interviews and articles. 
In agency practice, he believed 
firmly that every account should 
be a “house account,” and it is 
said he could have had many more 
clients had he chosen to operate on 
a “group” basis. 

Under his direction the planning 
of an advertising campaign was 
shared by all of the top ranking 
executives. “It was always a mat- 
ter of a complete agency huddle,” 
an associate said. All copy was 
read personally either by Mr. Kud- 
ner or by Mr. Ellis. 

“A piece of advertising copy 
must reach a human being who is 
interested in his own affairs,’ he 
once said in discussing the theory 
on which all Kudner copy is built. 
“To do that, it must not only be 
be seen, but it must be read and 
understood, and above all else, it 
must be believed.” 


Has 33 Accounts 


The Kudner agency today has 
33 accounts, some of them among 
the largest in the country. Al- 
though the agency has released 
no figures on its 1943 billings, the 
total was more than twice the 
amount billed by the company 
when it was started eight years 
ago, an official said. 

Of the group of clients served 


by the agency when it opened for 


a BIG DIFFERENCE 


“Little Things That Make 


Newspaper Advertising” 


Ads SHRINK too! 


The production man and the weekly wash 
have one thing in common... SHRINKAGE! 
But the adman can solve his problem by the 
simple expedient of composing ads oversize. 
It is fairly safe to allow around 2% in depth 
for shrinkage...depending, of course, on the 


in WZ 


type of mat you use. If you 
have a specific problem... 
we'll be glad to consult 
with you. 

Your name should be 
on our mailing list. 


DIRECT PRESSURE MATS 
STEREOS «+ ELECTROS 


business in 1935, six are still with 
the firm, Buick Motor Division of 
General Motors, the Fisher Body 
Division, and General Motors it- 
self; Goodyear Tire & Rubber 
Company; the New York Journal- 
American; and National Distillers 
Products Corporation. 

More than 500 persons attended 
the funeral services held yesterday 
for Mr. Kudner in the Fifth Ave. 
Presbyterian Church. Among 
them were advertising agency ex- 
— and Army and Navy offi- 
cials. 


Three Join Ayer 


Frank Gregory Greene, formerly 
a staff writer on Popular Science 
Monthly, has joined the public 
relations department of N. W. 
Ayer & Son, New York. Howard 
F. Henry, formerly art director of 
the Howard Swink Advertising 


Agency, Marion, O., and of the 


Washington studio of Walton & 
Hoke, has joined the art depart- 
ment of the agency. Joseph Rob- 
bins Schoeninger, formerly sales 
promotion manager and promo- 
tional planner for the Independent 
Grocers Alliance, has joined Ayer’s 
Chicago office as a representative. 


Recipe Contest 
Will Spur B-V 
Sales in March 


(Continued from Page 1) 
during the month by additional 
insertions of 600-line and 110-line 
contest advertisements. A substan- 
tial schedule of two-page, two- 
color spreads in leading trade 
publications also has been placed. 

Powerful point-of-sale display 
material will also be used to pro- 
mote the contest. The campaign 
will be given further prominence 
in the regular Rector column, 
“Wilson’s Weekly Bulletin,” which 
appears each week in a long list 
of newspapers. 


No Points Required 


Ten hundred and thirty-six cash 
prizes, totaling $7,500, will be 
awarded for winning recipes, with 
$1,000 offered as first prize. Copy 
suggests that winners use the prize 
money to buy war bonds and 
stamps. 

“Wilson’s wonderful B-V meat 
flavor concentrate, which requires 
no points, has made such a nation- 


wide ‘hit’ that I am sure America’s 
clever housewives have discovered 
many interesting ways to use B-V 
‘meat magic’ in point -saving 
dishes, soups, casseroles, gravies, 
etc.,” Mr. Rector is quoted as say- 
ing in the ads. “I would like to 
bind the best of these homemade 
B-V recipes into a new book that 
will be available to thousands of 
women.” 

Contest judges will be Mr. Rec- 
tor; Mary Wright, director of 
Homemaker’s Associated; and Meta 
Given, home economics consultant. 
Contest rules require entries to be 
postmarked not later than mid- 
night, March 31. 

United States Advertising Cor- 
poration handles the account. 


Kraft Launches Drive 


Kraft Cheese Company, Chicago, 
has broken a campaign in New 
York and 12 other eastern cities 
in behalf of Kraft Dinner, pack- 
aged macaroni and cheese. A total 
of 20 newspapers will be used, 
with both full pages and smaller 
insertions scheduled. The campaign 
will continue for several months. 


ich way you handle your mail? 


business good will? 


Send for this new FREE 
Hammermill Book! 


Tells how to get information 
fast, handle correspondence 
quickly, accurately 


If letters, memos and inquiries are piling up 
on your desk . . . if unanswered correspond- 
ence is irritating customers... if you have 
trouble getting the facts you need to answer 
mail promptly—you should read “Very 
Promptly Yours”. This helpful Hammermill 
book will show you how to answer today’s 
mail today ... how to put teamwork behind 


letter writing through 
office-tested methods 
your printer can easily 
adapt to your needs. Free. 
Mail coupon now. 


BUY BONDS 
EVERY PAYDAY 


This way... or... This way? 


Always behind with your mail—losing 


Right on top of your job—answering 
today’s mail today? 


E 


For a free copy of this helpful book, “Very 
Promptly Yours,” attach coupon to your 
company letterhead and mail to HAMMER- 


I _ MILL PAPER COMPANY, ERIE, PA. 
’ i (Please attach to, or write on, your company letterhead) 
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Being a tabloid paper, our waist-line was 
sylph-like before newspaper rationing, but 
we are still managing to pull in our belt. It 
isn’t easy, and it isn’t painless. But it’s neces- 
sary in order to conserve newsprint for the 


job that must be done. 


And that job is to see that the more than 
400,000 families who depend on The TIMES 
for news pertaining to the war and to the war 
effort get it—and get it completely, accurately 
and quickly EVERY DAY. 


That's why we felt obligated to resume Satur- 
day publication, so that TIMES readers would 
not be forced to seek elsewhere for a service 
due them from their own newspaper in these 


critical times. 


The accomplishment of this task under war- 
time newsprint rationing has called for a 


maximum of ingenuity and cooperation. 


So therefore beginning March 6, we will move 
our belt buckle over another notch by chang- 
ing our page format. The TIMES page will 
be reduced from 1090 lines to 1000 lines to 
the standard 200x5. Our advertising rates 
remain the same. And again we ask for the 
continued cooperation of our readers and our 


advertisers. 


Our readers have had to put up: with fewer 
features, smaller papers, changes in format 
and sold out newsstands. But they have done 


it loyally and with good spirit. 


But our advertisers have borne the brunt of 


cooperation. They have allowed us to pub- 


‘THE 


CHICAGO'S 


1CTURE NEWSPAPER 


lish ads on an optional basis—to cut the ad 
sizes arbitrarily—and many times to omit 
their advertising altogether. In one week 
last month The TIMES, in order to maintain 
its editorial content, was obliged to deny pub- 


lication to 164 advertisements. 


We have had no formula of a concise and 
concrete nature based on experience. Adver- 
tisers have been without the security of a 
definite procedure. We've had to work 
catch-as-catch-can, trying to be as fair as pos- 
sible. And our advertisers have worked with 
us 100 per cent. All we can say is thanks, and 


we say that from the heart. 


TIMES 
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fur HEADACHES 
Biscomront oF 
MUSCULAR ACHES 
PAINS--acid IngIGESTION 


WAR WORKER—gets the emphasis in this new Alka-Seltzer window display, 

which also contains a war bond purchase reminder, and the center piece has 

been reproduced in miniature for display inside retailers’ stores. The unit was 
designed and produced by Forbes Lithograph Mfg. Co. 


4% 


DEALER SUPPORT—This three-dimensional counter and window display is 
going out to more than 22,000 dealers who handle Corning Glass Co.'s Pyrex 
ovenware, backing its spring promotion. (Story or Page 33.) 


b- 


Ballad of the Aging Bus 


rn and aging tires The ence firm: plump uy ter i trs becaus wher knows 


nd 


lodes to several chadee And beth the front and beck eprings grunt For engine care the eperia! fisir 


nders see the dents, But on it rolts---which is nut etrange, Refined from Pennsy!vania crude, 


As he whe hears concurs— This moter can & 


QUAKES STATE FEFIVING CORFGR ET 


AMMUNITION—One of the ads in Quaker State Oil Refining Corp.'s 1944 

schedule on car maintenance is this page, which will appear in national maga- 

—aes next August. “Oil is ammunition—use it wisely” runs through the cam- 

Paign, which is also scheduled in a list of farm and business papers. (Story 
on Page 44.) 


PHOTOGRAPHIC 


The most EXC/TING 
bran muffin you ever 
bit oto! NEEDS NO SPREAD 


TAKE one 
NABISCO Sune 


+ 
BARKED OY MASISCO MATIONAL COMPANY 


NEW SERIES—This full-color display 
card holding a “take one" recipe pad, 
is reproduced from one of a new series 
of color advertisements for Nabisco 
100% Bran to appear in women's 
magazines, starting in March. 


Mell, — 2 tore Gof 


MOTHERS DAY 


HER DAY—"She's a Hero, Too,” keys 
1944's tribute to America's mothers, 
and this is the official poster which will 
be used by retailers to promote the 
observance of May /4. 


‘POINT MAGIC'—Armour & Co. is 
distributing this new counter card and 
dispenser for recipe folders entitled 
“Point Magic with Margarine.” The 
folders contain tested recipes, sugges- 
tions for coloring techniques and facts 
about the composition and food value 
of Mayflower and Silver Churn mar- 
garines. 


ee and we won't come 
back ‘til it’s over 
Over There!” 


songs have ever mvased the 


ing spirit of America like George 


M. Cohan’s sticring “Over There! 
This irresistible of Broadway's | 
Yankee Dorstic Daady the best 
rementbered popelsr song of the 
last world war-- marches o@ today 
as GOCE again our boys are going 
over there. Am! once agen, how 


soon they come back depends of 


“Men whe are oghting for you over 
there must have guns aod planes cod 
thips sad tanks in a mever-ending 
stream. Only your money can kee; 
the sucam flowiog, No maner what 
the sacrifice, hay more and still more 
wat bonds to speed their victory... 


belp them get it over with over there! 


4 reproduction of thes Wurlitewr patut- 
rag Over There” (complete 


sertrsing pumel) tomt free mpom rogue. 


The Rudolph Warliter Company 


WUALITLZER RETAIL STORES AND CONVENIENTLY LOCATED + FACTORIES AT DERALS, (LLENOIS AND WORTH TONAWANDA. NEW TORK 


thew wf sey other “J of 


STEPPED UP—First advertisement in Wurlitzer's enlarged institutional series for 
1944 is this full-color copy which appears in the February Better Homes & 
Gardens and the March issue of Look. This leader in the “Music from the 
heart of America” series differs from the ads that follow in that it is devoted 
exclusively to promotion of war bond sales. The account is handled by 


Schwimmer & Scott, Chicago. (Story on Page 29.) 


CAPITAL SEND-OFF—A reception in Washington launched the enriched bread 

poster campaign sponsored by the American Institute of Baking—the posters 

produced by Merck & Co. and distributed by Standard Brands. Viewing one 

of the series are, left to right: Dr. J. L. K. Snyder, director of general sales, 

Merck & Co.; Dr. Franklin C. Bing, director, American Institute of Baking; and 

Mary |. Barber, former home economics expert of Kellogg Co., and now food 
consultant to the Secretary of War. 


CONFERENCE—Pictured here discussing one of the scripts for “Wide Hori- 

zons,"" new Mutual show sponsored by ts Aircraft Nut Corp., are, left to 

right, George Burbach, Mutual sales service dept.; Casey Jones, aviation au- 

thority, who is co-sterred in the show; Sheelagh Dille, director of talent search; 

Eddie Dowling, who headlines the lighter side of the program; and mas 6. 

Sabin, director of radio and public relations for Cecil & Presbrey, agency 
on the account. 


} 
Tapes with jackanapes For staunch and good beneath the hood As much or more in peace and war ¥// 


1938 


1. New York News 

2. New York Times 

3. Chicago Tribune 

4. Boston Herald 

5. New Orleans Times-Pic. 
6. Louisville Cour.-Journal 
7. Los Angeles Times 

8. Rochester Dem. & Chron. 
9. Memphis Com.-Appeal 
10. New York Her. Tribune 
11. Miami Herald 

12. Omaha World-Herald 
13. Schenectady Gazette 
14. Trenton State Gazette 
15. Dallas News 

16. Johnstown Democrat 
17. Salt Lake City Tribune 
18. Kansas City Times 

19. St. Paul Pioneer-Press 
20. Boston Globe 

21. St. Louis Globe-Dem. 
22. Minneapolis Tribune 
23. Washington Post 


Philadelphia Inquirer 


25. Troy Record 


1939 


New York News 
Chicago Tribune 

New York Times 

Boston Herald 

New Orleans Times-Pic. 
Los Angeles Times 
Washington Times-Her. 
Memphis Com.-Appeal 
Louisville Cour.-Journal 
Trenton State Gazette 
New York Her. Tribune 
Miami Herald 

Dallas News 
Schenectady Gazette 
Omaha World-Herald 
Rochester Dem. & Chron. 
Johnstown Democrat 


Philadelphia Inquirer 


Salt Lake City Tribune 
St. Paul Pioneer-Press 
Kansas City Times 
Boston Globe 
Washington Post 
Camden Post | 
Minneapolis Tribune 


1940 


New York News 
Chicago Tribune 

New York Times 

New Orleans Times-Pic. 
Boston Herald 

Los Angeles Times 
Memphis Com.-Appeal 
Washington Times-Her. 
Trenton State Gazette 
Miami Herald 
Philadelphia Inquirer 
Dallas News 

Louisville Cour.-Journal 
Camden Post 

New York Her. Tribune 
Atlanta Constitution 
Peoria Jour.-Transcript 
Johnstown Democrat 
Omaha World-Herald 
Schenectady Gazette 
Reading Times 

Salt Lake City Tribune 


Rochester Dem. & Chron. 


Washington Post 
St. Paul Pioneer-Press 


1941 


New York News 
Chicago Tribune 
Washington Times-Her. 
Boston Herald 

New Orleans Times-Pic. 
Los Angeles Times 

New York Times 


from 24th to 2nd place in five years... TOTAL DISPLAY LINAGE 
—and another 2nd in the Parens (Media Records) 


1942 
New York News 


Philadelphia Inquirer Philadelphia Inquirer 


New Orleans Times-Pic. 
Washington Times-Her. 
Boston Herald 
Chicago Tribune 

Los Angeles Times 


New York Times 


Memphis Com.-Appeal 
Trenton State Gazette 
Louisville Cour.-Journal 
Dallas News 

Camden Post 

Peoria Jour.-Transcript 
Johnstown Democrat 
Miami Herald 
Washington Post 
Boston Globe 

New York Her. Tribune 
Evansville Courier 
Rochester Dem. & Chron. 
Reading Times 

Atlanta Constitution 
Omaha World-Herald 
Troy Record 


Memphis Com.-Appeal 
Washington Post 
Louisville Cour.-Journal 
Dallas News 

Boston Globe 

Camden Post 
Johnstown Democrat 


Rochester Dem. & Chron. 


Peoria Jour.-Transcript 
Detroit Free Press 
New York Her. Tribune 
Philadelphia Record 
Evansville Courier 

Salt Lake City Tribune 
Buffalo Courier-Exp. 
Reading: Times 

Miami Herald 


1943 
New York News 


Washington Times-Her. 
New Orleans Times-Pic. 
Chicago Tribune 

Boston Herald 
Washington Post 

New York Times 

Los Angeles Times 
Memphis Com.-Appeal 
Dallas News 

New York Her. Tribune 
Louisville Cour.-Journal 
Philadelphia Record 
Buffalo Courier-Exp. 


Rochester Dem. & Chron. 


Los Angeles News 
Boston Globe 

Camden Post 

Detroit Free Press 
Salt Lake City Tribune 
Johnstown Democrat 
Reading Times 
Nashville Tennessean 
Evansville Courier 


THE dog...! 


“Only the dog newspapers are talking 
about linage gains these days,” said one 
space buyer. 

He meant that only the second-rate 
papers were able to carry more advertising 
in this paper-rationed period. We claim 
an exception —The Inquirer. 


A BIG medium beyond the memory 
of most advertisers, The Inquirer steadily 
improved its standing every year since 
1938 ...stood third among all morning 
newspapers in 1943, with a grand total of 
21,212,481 lines . . . had one of the largest 
newspaper gains in the whole country — 
2,869,455 lines . . . ranked second in 
the nation’s morning field in two major 


classifications, Total Display and Retail. 

The Inquirer tossed out millions of 
lines it couldn’t carry in 1943 — but 
accepted millions more as well. With a big 
bill of fare for the three-cent buyer, filled 
with features, rich in reader interest—The 
Inquirer had more newsprint cushion than 
most newspapers, and made the most of it 
in editorial concentration, sharper selec- 
tion, held-down headlines, pointed-up 
paragraphs . . . still served the best table 
d’hote of any big-city newspaper, and saved 
enough space to serve more advertisers, too. 


Wov’t do best with The Inquirer in 
Philadelphia—because The Inquirer will 
do best by you! 


Che Philadelphia 


NATIONAL ADVERTISING REPRESENTATIVES 
Osborn, Scolaro, Meeker & Co., New York, Chicago, Detroit, St. Louis 


Keene Fitzpatrick, San Francisco 
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